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CASH IN 


on this new form of 
retail advertising — 


JUACHINES FOR. SELLING-L" 














iu most important job you have is to 


“bring in” the people ready to buy! 
The new Kawneer Store-Fronts, ‘“Machines 
For Selling”, will help you do that job. 


They will stop prospective customers at the 





crucial moment of decision —as they pass 


your store — and pull them to your display. 


Leading authorities on architecture and re- 


tail merchandising have 


THE KAWNEER COMPANY, 
910 Front Street, Niles, Michigan. 


Please send copy of booklet on Kawneer ‘‘Machines 
For Selling’’. 







Name__ Se ae ile ‘signup ice 
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Address 4 ARR SE ak DESC: ee ee sciasiihadils 








assisted Kawneer in the development of 
“Machines For Selling”. Your architect, 
working with Kawneer, can produce the 
proper design to solve your particular 
problems — display, merchandising, street 


location, store traffic, etc. 


Send coupon today for booklet which shows 
how you can get maximum advertising results 


from the front of your store. 
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SMUACHINES FOR SELLING! 
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YoraHe aU Welcome frome 


Designs Lrcated by Fell Sharh 


Yes ...we will all be happy to have at least some of the boys home for Christmas . . . and these giant size illustrations, | 
40 inches wide by 90 inches high, in true Fell Sharp spirited, sketchy technique, tell the happiness of coming home at | 
| Christmas time. It’s the ‘Home Town”’ station, the joyous greetings and the gay celebration that follows. Use in a series | 
| of windows during the entire Christmas selling season . . . for service men’s gift booths . . . for high spots about the store 
... or revitalize your holiday displays ... place them new and fresh in your windows the week before Christmas . . . 
just when the boys are coming home. Show them how the folks really feel about seeing them again! 









IN STOCK... IMMEDIATE SHIPMENT... LIMITED QUANTITIES. 


X-2062——‘‘Back Home Again’’ and ‘‘Home Coming Party’’ Comura panels, screen processed in 25 gay 
Christmas colors on flexible Comura stock. Each size 40”x90”. Sold in sets only. Per set___________- $20.00 
a ne I a I I oo oh ei och eee kswn tna d eres biusaeensasewnns 18.75 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 


zation and the members of your department. 


O 
CO 


OUR NEXT ISSUE 


Starting a display department from scratch in 
the leading store of "Razzle Dazzle Village’ was 
the experience of Fred Wolf, whose story appears 
in the November issue as one in a series of 
There will be 


the usual articles, of course, and several features 


"small-town" display articles. . . . 


of great interest to all concerned with display. 
In the mail November 15. 


THE COVER 


This is one of a series of fall windows used by 
Guy Malloy, Neiman-Marcus, Dallas, at the time 
the Neiman-Marcus Award was presented to 
four designers in the field of fashion. Marbleized 
paper framed the windows. The background was 
in a gray-green tone. Accessories were shown 
on glass shelves supported by tall plaster 
columns. 
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THE SECOND HALF OF THE FIRST HUNDRED YEARS 


From doll-faced wax mannequins to custom-styled Mary Brosnans. From over-fussy fixtures 
to functional design in lucite. From elaborate realism to the delightful fantasy of modern fashion win- 


dows. From window trimming to visual merchandising .. . 


This maturing of Display is what we hail as we mark the Fiftieth Anniversary of the 


Williams organization and move confidently on into the second half of our first hundred years. By 1994 





the task may be selling week-end world sky cruises complete with plastic wardrobes, or presenting Earth 
Democracy to residents of the moon. The future’s vast projects are only a challenge to the men and 


women whose imagination and cooperation have wrought this great advance in the whole field of display. 


CWHhauasdoe 


298 SEVERIN AVERSE, NEW VOOR: 18 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 


MARY BROSNAN MANNEQUINS «= CYRILLE STEINER FIXTURES 
Complete Your Job—Buy More War Bonds 
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TRAFFIC JAM ON FIFTH AVENUE 


When Henry Callahan, Display Director, Lord & Taylor, New 
York, for the third time in six months uses Frederic Shipman's 


“NEW USE OF MIRRORS” 
IN ALL FIFTH AVENUE WINDOWS 


(Patented in 5 Countries—I8 United States and Canadian Patent Claims) 





In the above window only one mannequin was used, but the passer-by saw eight figures, all different 
views or dimensions, some apparently fifteen to twenty feet back in the store. A positive traffic stopper. 


AVAILABLE BY EXCLUSIVE FRANCHISE TO ONE STORE ONLY IN EACH CITY 


Franchises already sold to the following stores: 


NEW YORK MILWAUKEE ST. LOUIS SAN FRANCISCO 

Lord & Taylor Ed. Schuster & Co. Scruggs-Vandervoort- H. Liebes & Co. 
BROOKLYN ST. PAUL Barney, Inc. 

; F PORTLAND 

Frederick Loeser & Co. Schuneman’s, Inc. INDIANAPOLIS Sistas enh Ba, ta. 
CHICAGO WASHINGTON L. Strauss & Co., Inc. 

Carson Pirie Scott & Co. S. Kann Sons Co. SEATTLE 
BOSTON BUFFALO i eect Frederick & Nelson 

Jordan Marsh Company J. N, Adam & Co. —— OAKLAND 
DETROIT TORONTO TOLEDO alien 

J. L. Hudson Co. T. Eaton Co., Ltd. The LaSalle & Koch Co. 
CINCINNATI CLEVELAND RICHMOND NEW ORLEANS 

John Shillito Co. The Higbee Co. Miller and Rhodes, Inc. D. H. Holmes Co., Ltd. 


NEW YORK STUDIOS, 512 FIFTH AVE. oé7.‘\2 


Christmas Windows and Other Mirror Displays on View 
RESIDENT ADDRESS: HOTEL BRISTOL, 135 WEST 48th ST., NEW YORK CITY 19 
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DISPLAY WORLD 


@ A contest designed to get Sixth War Loan window 


displays in every retail business establishment in America—the 
most tremendous display selling effort in history. Yet, you compete 
for prizes only against other druggists—in your state, your own 
section of the country and nationally. The 580 prizes, including 
War Bonds with a maturity value of $10,500, for retail druggists 
are contributed to this nationwide display drive by Abbott. National 
winners will also receive citations from the Secretary of the Treas- 
ury. Read the simple rules. Start planning your display now. The 
contest opens November 11. If, after reading the rules, you have 
any questions write to ABBoTT Laporatories, NorTH Cuicaco, ILL. 


Follow Carefully These Simple Contest Rules 








1. Each display must be devoted exclusively 
to War Bonds and the Sixth War Bond 
Drive, and each display must feature a 
facsimile of a $100 War Bond. 

2. Each entry must be submitted in photo- 
graph form with identification on the back 
giving the name of the contestant; the 
name of the store; complete address and 
dates when the display was on view to the 
public; finally—and most important—each 
must carry the designation: “Drug Store.” 
If more than one window display is sub- 
mitted, each should be separately photo- 
graphed and 8” x 10” prints, joined to- 
gether in accordion fashion, entered. 

3. Mail all photographs to the 6th War 
Bond Drive Display Contest Commit- 
tee, ¢/o Display World, Cincinnati 1, 
Ohio. The Display World will then sort 


and distribute the photographs to the 
proper state, sectional and national judges. 


4. All photographs become the property 
of the Display Contest Committee and will 
be presented to the United States Treasury 
for such use as the Treasury may desire. 


5. All displays will be judged by the 
photographs first, for their sales appeal; 
secondly, for their attention appeal; finally, 
for their artistry and their originality. 


6. The decision of the majority of the con- 
test judges will, in all cases, be final. 


7. Dates of the contest coincide with the 
opening and « losing dates of the Sixth War 
Bond Drive, and all entries must be in the 
mails within ten days after the closing date 
of the Sixth War Bond Drive. This date 
will be announced in the very near future, 


580 Prizes for 


Retail Druggists 


State Prizes 

Total: $6000 
Five $25 War Bond prizes to be 
awarded in each of the states. 


—Plus right to compete sectionally, 
for these winners and the five next 
best entries in each of the 48 states. 


Sectional Prizes 
Total: $2250 


Five $50 War Bond prizes to be 
awarded in each of the nine sec- 
tions of the United States. 

— Plus right to compete nationally, for 
these winners and the five next best 
entries in each of the nine sections. 


Grand National Prizes 
Total: $2250 


First Prize. . .$1,000 War Bond 
Second Prize $500 War Bond 
Third Prize... $250 War Bond 
Fourth Prize... $150 War Bond 
Fifth Prize... $100 War Bond 
Sixth to Tenth $50 War Bonds 


— Plus Treasury Department Citations 




















EXTRA ‘iOO0 BOND 


DISPLAY WORLD OCTOBER, 


Double Duty Displays 


—TO HELP YOU IN COMPETING FOR BOND PRIZES TOTALING MORE 
THAN $100,000 FOR BEST BOND-THEMED WINDOWS 


—THAT WILL HELP MAKE 6TH WAR LOAN DRIVE A HUGE SUCCESS 
BY STIMULATING BOND-BUYING ACTION 

Two Entirely Different Types of 3-Card Displays Are Shown Below 
Youll Want Both! 





(WVB44-11) “6TH WAR LOAN" 3-piece Victory Display set. Each set consisting of one Display 59''x42"" and two Displays, each one 


2914"'x42". Screen processed in 8 attractive colors on heavy seasoned cardboard. Price f.o.b. Chicago $15.75 per 3-piece set. 


furnished singly.) 


‘ your » | 
TIME TO 
BUY AT LEAST 
ONE EXTRA 
100 BOND # 


Santa Says 


BREAK THRU 
10 A BRIGHTER 
FUTURE 
BY KEEPING YOURSELE 
COVERED WITH 


FOR STANDING 59''x42"' DIS- 


(VJ44-12) "6TH WAR LOAN" 3-piece Victory Display set: Each consisting of one Dis-lay 59°'x42" PLAYS, order (WS-44) 4-piece 


and 2 Displays, each one 2912"'x42". Printed in 6 attractive colors in photo-gelatin and screen 


white woodstrip Stand with top 
and bottom supporting pieces 


process. All on heavy seasoned cardboard. Price f.o.b. Chicago $15.75 per 3-piece set. (Not @ $1.20 ea. FOR STANDING 


furnished singly.) 


NOTE: Should you want the 


2914''x42'' DISPLAYS, order 
(S-44) 4-piece white woodstrip 
Stand @ 80c ea., f.o.b. Chi- 


"Clothing" Displays plain or without above copy, use code PVJ44-12. cago. 


PLEASE ORDER DISPLAYS AND STANDS BY ABOVE CODES 


(Not 


- 


1944 





The job's still Big. .We've got to Dig! 
BUY AT LEAST ONE EXTRA 5100 BOND 





Bishop PUBLISHING COMPANY «+ 427 West Randolph Street + Chicago 6, Ill. 
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—The retail shop of the future will be one huge display case, according to Architect Morris 


Ketchum, Jr., New York City. 
metal sections throughout. 


In this camera shop design, he specifies plastic, glass and strong 
Lighting is from behind the plastic ceiling. . . . (Drawing by 


courtesy of Monsanto Chemical Company, Springfield, Mass.)— 


MODERNIZATION 


... For Post-War Business .. . 


Store modernization will undoubtedly be 
of paramount importance in the 
programs of a vast number of companies. 
The influence of such remodeling on store 
business has been proved too many times to 
need further comment here. But how firmly 
some stores are looking to modernization to 
take up the slack when wartime prosperity 
eases off later on is indicated by the follow- 


postwar 


ing case study: 

Franklin Square, Long Island, is an un- 
incorporated town of 12,000; the community 
straddles Hempstead turnpike some twenty 
miles outside of New York City. The town 
has no industry. Formerly an agricultural 
area, the land is now largely taken up with 
suburban homes. 

Local business consists almost exclusively 
of about twenty-five stores of all 
which line both sides of the main thorough- 
fare through Franklin Square for a distance 
of approximately four blocks. In the center 
of the district, both literally and 
figuratively, stands the Franklin Square Na- 
tional Bank. C. W. 
relations director of the bank, is also presi- 


types 


business 
Green, who is_ public 


dent of the local chamber of commerce and 
chairman of the community Committee for 
Economic Development. 

When Green and his newly formed CED 
their 
nity’s postwar prospects here is what they 


found: 


began seriously to examine commu 


The two dozen retail merchants which 


make up local business were all doing ex- 

ceptionally 

pr riod. 
However, the factor of present prosperity 


scemed to that 


well during the present wat 


hinge largely on the fact 


local residents, limited by gasoline ration- 
ing and other wartime controls, were con 
centrating their shopping locally. Indica 
tions were that with the return of peace, 


many would go back to shopping in nearby 
competitive communities where larger, more 
modern stores are located. 

The only real solution, and therefore the 
prime element in the town’s postwar plan 
ning, seemed to be to modernize the local 
shopping facilities. But, since these were in 
dividually owned by small businessmen with 
limited capital, and since, to be successtul 
the plan called for a virtual modernizing ot 
the entire business community, it posed a 
challenging problem. 

Here is how the community met the chal 
lenge: All of the local 
called single 
probabilities of a postwar loss in trade was 


businessmen wert 


together in a meeting. The 
explained and documented simply and_ tac 
tually. 
Then the 
made by the committee : 


following daring proposal was 


1. The entire business community would 
lifted” by the 

of every Karly Colonial 
2. Next the interior of every store would 
with proper layout, counte1 


“have its face re-designing 


store in an motil 


be modernized 
and sales space, perhaps air-conditioned. 


3. The local bank would make such loans 


as were needed to each local businessman 


over and above what he could carry out ot 


his own resources. \ll loans to be at a 


low rate of interest and amortized over a 
period of five vears. 
4. Instead of 


project would be done as one major undet 


being done piecemeal, thi 
taking by a group of architects, builders and 
contractors. 


The local businessmen have subscribed to 
the plan 100 per cent. 


\ single architectural layout has been 


made of the proposed new “mainstreet™ in 


its entirety. A number of large concerns 
have supplied experts to aid in the plan 
ning. A number of actual contracts have 


already been entered into to do the work as 
soon as materials are available 

Besides these actions bearing directly on 
decision to mod 


the merchants’ collective 


ernize their business properties, the follow 
ing additional planning projects have been 
inaugurated in Franklin Square: 

1. An option has been taken on a large 
parking 
been taken 


merchants to pay the costs of the 


area to be made into a shoppers’ 


area after the war. Bonds have 


up by the 


land, resurfacing, administration, et 


2. A series of commerce and industry for 


ums have been held at which manufacturers 


and distributors have been invited to dis 


cuss with Franklin) Square’ businessmen 


their postwar products, services, merchan 


dising plans, et 
3 \ Project 
cooperation with the local bank, where both 


Register has been set up in 


merchants and townspeople can sign up 


with suppliers or builders for specific post 


war undertakings, and special banking ac 
counts set up to insure that. the 


funds will be 


4. A 


been 


necessary 
available 


Buyers’ Advisory Bureau has also 


instigated which can be consulted by 


anyone desiring information and advice on 


postwar construction, equipment, or. serv 


ices. The bureau is in regular contact 


manufacturers, distributors, 


[Continued on page 70) 
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Last month a member of DISPLAY 
WORLD's staff had the pleasure of a tour 
through the store planning and display de 
partment of the Goodyear Tire & Rubber 
Company, Akron, and the privilege of in 
specting the company’s “visual merchandis 
ing laboratories.” Although the department 
was engaged in moving into larger quarters 
20,000 square teet of space—there were 
ample indications to be had of a trend 
among national advertisers which will mean 
new opportunities for displaymen in_ the 
postwar era. In other words, national ad 
distributed 
through retail outlets are starting to hang 
out the “Help Wanted” 


“help” referred to means display executives 


vertisers whose products are 


signs .. and the 


This is taking place because firms such as 


lvear are taking steps fully to exploit 


C00 
all display opportunities, and others are be 
coming more and more conscious of dis 
play's real value. 

Yesterday and even today in some 
cases many manutacturers of national 
brands considered display as being limited 
to the 
units they have used in the past to advertise 


point-of-sale or die-cut cardboard 


their products at high circulation points 
Considerable progress was made in focus 


DISPLAY WORLD 
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WANTED... 


ing interest on display through circulation 
study and surveys to eliminate waste; but 
during the last few vears prior to the war, 
certain manufacturers started to give more 
consideration to display from a retail mer- 
chandising angle rather than from a straight 
advertising viewpoint. These manufacturers 
keved entire sales campaigns to a_ visual 
merchandising program; they visualized dis- 
play as a selling tool for their outlets 
increased sales for the dealer naturally 
mean increased sales for the manufacturer 
They believed that the job of distribution 
does not end until the dealer or the re 
tailer has been helped to move his stock off 
the shelves and into the hands of consumers. 
Retail display managers, to a certain de 
gree, have been responsible for bringing 
about this change. Through representatives 
and advertising, national brand manufac- 
turers presented their display plans to. re 
tail display managers in a natural effort to 
have their products featured prominently. It 
was at this point that these manufacturers 
began receiving professional advice from 
the retail displaymen. Manutacturers found 
out why retailers didn’t want or wouldn't 
use some types of display material. Usually 
the reason was that the display was not de 


signed or produced properly for retail usc 
In many instances the display showed too 
much selfishness on the part of the manu 
facturer through too much accent on “I” 
and not enough on “you.” 

The displays frequently gave the impres 
sion that the manufacturer had no interest 
in the retailer other than getting display 
located in the most prominent interior spots 
the best windows, and even to the point ot 
securing more space than the sales poss! 
bilities of the product could possibly jus 
tily. 

By working with displaymen employed 
by stores and leading display firms, som 
manutacturers discovered that to eliminate 
waste and to get full cooperation from. thi 
retailer it would be necessary to give mort 
thought to coordinated, balanced displa 
and merchandising plans. It was important 
that the manufacturer learn more about thi 
retailer's problems, and vice versa. Displa) 
managers and firms employing retail dis 
playmen have played an important part 1 
bridging this gap. They have suggest 
display plans that retailers would and could 
use, and, as a result, today more retail 
stores than ever are welcoming the use 0! 


national brand displays. This is especial 
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... Display Executives 


true in department stores, where a perma 
nent display staff is maintained. 
The 


ceptance is that the displays are 


reason for this increased retail ac 


merchan 


dising units aimed at helping the retailer 
do a better selling job. They are used be 
cause the displays were planned to dove 


tail into the store’s overall visual merchan 
dising program. 

There is still a big job to do, however, 
for the 
display 


Usually he has no 
that 


smaller retailer. 


Manager to recognize the lact 


certain national brand displays do not. fit 
Into his store's selling scheme — although 
today many drug store chains and even 
many independent drug stores devote more 


ot their window space to merchandised dis 
plays built national 
theme direct 
Previously the “advertising type” 
often installed to fill) an 
Sometimes the product ad 


around a advertiser's 


display with a retail selling 


nessage. 


of display was 
entire window. 
deserving of the 
This type of display 
busy 


vertised was space and 


sometimes it was not 
satisfied the 
cause it filled his windows completely and 
e did not have to install a display him- 
self. The although it 
night advertise a product with very limited 


isually storekeeper be- 


dealer accepted it, 


sales possibilities. \ctually, the window 
space was often selected by the manufac 
turer's representative because of its circu 
lation value and not because of what. it 
would do for the retailer 

Now manufacturers’ displays are impot 
tant; retailers want them and will use them 


There is a definite need for all types ot 


dealer display helps, but there is also a need 
better 


retailer 


for a understanding as to what. the 


really needs to assist him to be 
more successful 
retail store 


For example, just picture a 


with a complete assortment of national 
brand display helps selected at random 
some for every product carried in the store 
would be a hodge-podge of un 


Phere 


The result 


related display material. 
an overall effect of a wild 
unusual sizes and shapes, a wide variety ot 
quality and so on 
enters the 


The big firm is pioneering a 


reproduction methods, 
And here is 

picture 

road tor manufacturers who distribute their 


where Goodyear 


again. 
products through dealers. The store plan 


ning and display department is headed by 
Vernon H. whose background in 
cludes Schuster’s, Milwaukee: The Fair 


Store, Montgomery Ward & Co., and W. I 


Jones, 


—At extreme 
Goodyear's store planning and display de- 
partment, sketches a typical building to show 
how interior displays, windows, and exterior 
tie in as one display unit. 
same page, model store set up in the "‘dis- 
play laboratory;"' the model follows Claussen's 
sketch 


would be 


range of colors, 


upper left, A. E. Claussen, 


Upper right, 


in detail. Lower left, the same 
store with Christmas trims installed— 


—At the lower right on page 8, in the usual 
order, are Vernon H. Jones, manager of Good- 
year's store planning and display department, 
and E. H. Riedmaier, supervisor of store plan- 
ning, conducting a classroom study for store 
supervisors. . 
attend a Goodyear store planning and display 
school; here they are cutting glass and making 
counter layouts. . 
instruction sheets when filed make up an ency- 
clopedia of ideas for ready reference— 


. . Top, page 9, store supervisors 


. . At left, Goodyear display 


Stensgaard & Associates, Chicago. 

Jones’ department is responsible for “tor 
that all visual store and 
tied together into 


mula” and will see 
merchandising plans are 
one overall program. 
His staff is made up of 
display and retail field, each specializing in 
phase of the department's re 


leaders in the 


a particular 


sponsibility design tor merchandising 


fixture and equipment development 


store planning and design store layout 


interior displays display promotion 


plans . display materials methods of 


pricing. The background of the men in the 


department 


includes all phases of display 


research and engineet 


the department 


even to economics, 
ing. \t the 
personnel numbers about thirty. 

has about 500 stores of its own, 


present time 


(,oodvear 
and services thousands of dealers. The com 
pany-owned stores serve as a proving ground 


for display and merchandising plans to be 


offered to the dealer organization (ood- 
vear is basically in the tire business, serv 
ing the ultimate user through these retail 


dealers, and the company’s plan to help the 
latter be successtul merchants goes so far 
as to offer associated merchandise backed 


a coordinated visual merchandising 


that 


up with 


program; this means the dealer will 


profit day in and day out regardless of the 


normal peaks and valleys tor the sale ot 
(;00dvear products 
It wall 


close ot the wat 


after the 
company 


some time 


probably he 
before the gets 
its store planning and display program com 
pletely under way, but there is every indica 


tion that the finished result will be a co 


ordinated display and merchandising pro 
gram. It is Goodyear’s desire to make the 
dealer's place of business give the effect of 
with all of the visual ele 
other. This in 


design, fix 


one display unit 
ments complementing each 
building 


and also display 


cludes merchandise, 
and equipment 


[Continued on page 58] 


tures, 




















“a CHRISTMAS . .. 


Like most good displays, these are practically self-explana 


tory. They were used last Christmas by some of New York 


City’s leading stores. poses 

In the column at the left, at the top is one of a series ot mini: 
six windows at R. H. Macy & Co. (Irving Eldredge, window A 
display director). The framework for the glass panels, the trim 
floor platiorm and the panel of accessory shadowboxes to tor). 
the left were all painted pastel blue. (A tier of shadowboxes ledge 
identical to that at the left framed the display to the right. The 
The Christmas tree in the background was of preserved were 
foliage, sprayed in silver and hung with silver balls. The glove 





lingerie displayed was pastel blue. The wood framework in 
adjoining windows was pink, chartreuse, yellow, or one ot 
the other pastels handled in the same manner as the pastel blue 
in the illustrated display. 

Next is a display at Bloomingdale's (Joseph Dultz, display 
director). Four panels framed the setting, these panels being reind 





covered in green and white or blue and white striped paper walls 
Other settings used paper in gold and white and lavender white 
and white. The balls hung on the Christmas trees repeated child 
the color of the stripe in the panels. The trees were placed were 
on an angle, giving an illusion that the top branches were and 
A 
represent cracks furthered this impression. Fifth 
Next is a rather simple setting used by Oppenheim Collins Chris 
(Leslie Dorsey, display director). The two mannequins stood the S 


breaking through the glass, and jagged bands of silver to 


at each side of a heap of gifts arranged under a canopy sup to th 
ported by slender rods. 














... IN GOTHAM 


Last in the left-hand column is an attractive toy window 
as used by Sidney Ring, Saks-Fifth Avenue. The toys re- 


posed in a seasonally decorated sleigh surmounted by a 


miniature Christmas tree. 

At the upper right on page 10 is a “Christmas Hoop-la” case 
trim used by Lord & Taylor (Henry Callahan, display direc- 
tor). This was one of a series of five cases ranged on a 
ledge facing the second cross-traffic aisle on the main floor. 
The background and floor plaque of the glass-enclosed case 
were finished in American Beauty satin. Black bags and 
gloves were shown. The hair-do of the head was covered 
with small Christmas tree balls. 

Also at Lord & Taylor, appropriate figures given a glisten- 
ing finish adorned the ledges as illustrated by the angel 
bearing a candelabra as shown at the bottom of page 10. 

In the toy department at Bloomingdale's, Santa and his 
reindeer appeared on a platform as pictured on page 11. The 
walls and runway were painted midnight blue, spaced with 
white clouds. The sleigh was laden with gift books for the 
children who ascended the steps at the side. The reindeer 
were resplendent in sculptured wings, Christmas tree balls 
and ribbons for reins. 

At the lower left on the same page is one of a series of 
Fifth avenue windows at Bonwit Teller, where an elaborate 
Christmas pageant was carried out under the heading “Follow 
the Star.” The Nativity was pictured over the main entrance 
to the store, and the four windows to either side of the 


[Continued on page 64] 





























“Out of the elegance of the past comes 


today’s hat in the grand manner,” which 


made the fashion message in a series oft 
four millinery windows at Franklin Simon’s, 

literally Display 
Robert Pichenot through the intro- 


a family 


was quite translated by 
Director 
duction of a large reproduction of 
album. This souvenir, calculated to invoke 


nostalgic moods, was designed in cream and 


green velvet bindings; in 


filled the window 


with dee p 


gold 


size it practically dimen 


S10ns. 


The large oval opening on the left page 


of the album framed a Victorian beauty, her 


attire loaned by the Museum of Costume 


\rt Predominant was the large picture 


hat, laden with ostrich plumes. 


The period was further accented by a long 


sweeping 


handled black parasol, beaded bag and long 
ropes forming 
the right hats of 
brown circled with a froth of lavender and 


brown trimmed 


of pearls. The four cutouts 


page were used to show 


curled ostrich and further 


velvet American Beauty rose On 


velvet draped platform 


with a 


the low, was placed 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


a turquoise porcelain jewel box shaped like 
a fleur-de-lis, perfume bottle to match, an 
old photograph in an ornate silver frame, 
fur scarfs and additional flower and feather 
(First illustration.) 

Color part in the 
displays Director A. 
Haverback in the Oppenheim Collins win- 
dows in Brooklyn when presenting “Pretty- 
A very 


trimmed hats 
important 
Display 


played an 
created by 


Picture Hats for Feminine Moods.” 
large portrait frame of white papier mache 
antiqued in gold was placed betore a ver- 
milion backwall, as below. <A white 
silk curtain shirred on a semi-circle formed 


seen 


a background for the center opening of the 
frame and before this curtain emerged rus- 
tic tree branches and stumps which were 
finished in varying tones of fuschia and fur- 
ther gold and touches of 


sprinkled with 


by Robert Pichenot, Franklin 
Simon's. Upper right, by A. Haverback, 
Oppenheim Collins, Brooklyn. Lower left, 
by Henry Callahan, Lord & Taylor. . . . Lower 
right, by Sidney Ring, Saks-Fifth Avenue— 


—Upper left, 


silver flitter — the Cherbourg Blue hats 
shown gaining strong color contrast. The 
exotic millinery head on the black marble 
floor at the base of the frame was fashioned 
in the tissue paper technique; in color it 
matched the fuschia-tone The large 
oversized hatpin which held the fashion mes- 
fuschia sprinkled with 
Indirect lights back 
were in color. 


cree. 
was also in 
tiny little flower buds. 
of the portrait frame 

In these days of war and strife, the series 


sage 


rose 


of happy childhood scenes as created by Dis- 
Henry Callahan at Lord & 
proved to be a good tonic for 
everyone. These delightful vignettes de- 
picted in turn the children going back to 
school; going to church; “dressing up” for 
amateur theatricals in the attic, and, finally, 
attending the birthday party illustrated here. 
The papier mache children, in real little gar- 
ments from the children’s floor, were gath- 
ered around a birthday table. Pink crepe 
streamers radiated from the chandelier in 
the “dining room’’—a section of which was 


play Director 


Taylor's 


painted on the backwall for background at- 








eet has 
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—Left and center, above, by Franz Gobbi, De 

Pinna's. . . . Upper right, by Sidney Ring... . 

Right center, by Leslie Dorsey, Oppenheim 

Collins. . Below, by Robert Riley, interior 

display manager, Lord & Taylor. . . . (All 

photographs by courtesy of Virginia Roehl 
Studios, New York City)— 


mosphere. The little hostess excitedly 
poised on her chair seat blows out the can 
dles and the guests in festive paper hats 
are making, so it is to believe, the proper 
birthday wishes—although one enterprising 
young gentleman is taking advantage of the 
high moment to investigate at least a poi 
tion of the presents. As is usual on such 
occasions, one small child has been propped 
up by numerous telephone books, while fac 
ing her is the well-behaved little boy who, 
though actually painted on the backwall, 
to all appearances seems to be seated at the 
table. 

With characteristic simplicity and effec 
tiveness, Display Director Sidney Ring, 
Saks-Fiith Avenue, illustrated in a series ot 
six windows the time and the occasion for 
the accompanying costume and chosen ac 


cessories. In the setting shown here, the 
copy card announced: “Time: 11) p.m. 
Place: Larue.” A railing made of three 


white bars curved behind the figure, who 
wore a black ermine-trimmed suit. A white 
gloved hand on the top rail held a square 
clock, marking the eleventh hour. Perfume, 
roses and a black and white striped taffeta 
scarf were arranged on the adjoining white 
bands. Floor and walls were in dull green 
The adjacent windows had the curved bars 
painted in the color of the chosen accessory 
note of the costume, 1. e., mustard gold, 
shocking pink or light blue. Other smart 
places to lunch or dine were incorporated in 
the display and the hour designated for the 
appropriate costume shown 

Real shingles were interestingly used by 
Display Director Franz Gobbi when “This 
is the Way the Wind Blows” made the 
headline for clothes from the Sportswear 
Shop, at DePinna’s. The capital letters ot 
the inscription were decorated with little 
swaying leaves. The stained gray shingles 
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formed a simulated roof-top which held a 
patina-finished weather vane inclined to 
ward the mannequin. A dusty pink seam 
less paper scroll was the background 
Likewise shower curtain fabric was a 
vantageously utilized by Gobbi, in leu of 
cellophane, in creating the wings of the 
moth in the next illustration Painted in 
black, gray and white and combined with 
papier mache in lke colors they resembled 
the decorative rather than the insect fam 
ily. One moth, which had already been at 
tracted by the pink and amber flames of the 
papier mache candle, had fallen to the tore 
eround, while the companion, adhering to 
natural nocturnal habits, was making an 
undaunted trial effort. The mannequin was 
costumed in “Blazing Black for bright 
nights and Autumn Days.” 
*Point—Counterpoint—The deep richness 
of Plum—the Extra Intensity of Magenta” 
read the tashion message in six windows at 
Saks-Fifth Avenue where this theme in dis 
play was carried out as pictured above. Ma 
genta wire made the grape vine motif, the 
large bunches of grapes serving as fixtures 
tor the spaced display of handkerchiets, 
scarves and flowers in magenta and plum 
the two featured shades of the costume 
“Wear OC’s Famous ‘Traveler’ coat—now 
without the extra rabbit fur lining—come 
snow, with the fur lining and be as warm 
as toast!” proclaimed the card copy with 
the closing line suggesting the changed tem 
perature by being lettered in a cold blue 
Display Director Leslie Dorsev ot Oppen 
heim Collins visualized the contrast in sea 
sons by placing the mannequin on the left 
on an island of cracked pecan nutshells with 
branches of autumn leaves framing the fig 
ure Her snowbound companion in gray 
and black has snow at her feet while large 
white snowflakes are mounted behind her on 
the turquoise blue backwall Sheer and 
shining narrow ribbon that has been twisted 
to give a realistic effect of sleet is stretched 
diagonally from ceiling to floor in this area, 


thus atmospherically framing the snug fig 

ure who carries over her arm a duplicate 

of the rabbit fur lining she is wearing. 
[Continued on page 79] 
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Arrangement: This window consists of three units. The 
two figures, one on either side of the display unit, are 
in corresponding position and give the composition a 
formal balance. 


Properties: The three white display units make a strik- 
ing contrast to the green of the untrimmed fir tree 
placed slant-wise to the background. Copy card is 
placed in the branches of tree. The floor matting, of 
heavy red plush, ties the elements together. 








f ouis Gehring 


Display Designer and Consultant 
New York 


Arrangement: This window consists of a composition of 
elements forming a single unit. The three mannequins 
are interestingly arranged around the center of interest. 
Notice the proportion and height of sleigh in relation to 
the mannequin units. From the observer's eye-level 
movement leads from right to left and permits individual 
attention on each mannequin. 


Properties: As shown in the sketch, the sleigh is white wire 
with lace mesh body and can be found in the display 
market. However, if preferred, such a sleigh can be con- 
structed of wood and wallboard. Packages colorfully 
wrapped and tied help to add seasonal atmosphere to 
this display. Floor area around sleigh and feet of man- 
nequins is covered with artificial snow. 








Arrangement: In this display, the arrangement consists 
of two elements forming a well-balanced composition. 
The single mannequin is posed on a line with the dis- 
play discs which lead diagonally to copy card. 


Properties: Discs can be strung from the ceiling or 
supported by dowels attached to the back panel. Fir 
branches which cover the back panel can be sprinkled 
with snow and topped with a small snow-man. Each 
disc displays an accessory item appropriate to the 
costume. 














44 OCTOBER, 1944 DISPLAY WORLD 15 


COMING UP 


Arrangement: This War Bond window is made up of 
two units with a streamer leading to the copy card at 
the foot of the mannequin. 


Properties: A blowup of a War Bond is set into a 
frame decorated with a poinsettia valance. A cluster 
of holly leaves or poinsettia decorates the lower point 
of frame. Mannequin is placed to the right to give 


balance to the composition. 








ae 


Arrangement: This men's assortment gift window con 
sists of a central unit with the form at the left balanc 
ing the composition. 


Properties: This decorative sleigh can be easily con 
structed of wallboard or ply-wood and is used in this 
sketch to support risers which display merchandise. 
Body of the sleigh can be painted in two colors, each 
side a different color. Risers can be covered with 
multi-color striped paper. Small artificial, illuminated 
Christmas tree decorates riser. 





Arrangement: Here is a practical Christmas window 
display. It offers an opportunity to show a wide as- 
sortment of gift items which can be arranged at differ- 
ent price levels. Notice the arrangement of the disc 
risers, permitting good display value. 


Properties: The dome is supported by 3-inch round 
posts and can be painted in flat color or covered with 
striped paper. From the dome is suspended three 
large bells decorated with holly or mistletoe. Ham- 
mers of the bells can be electric bulbs throwing light 
on the display below. Wall background is done in 
mist blue and decorated with artificial snow flurries. 
Tops of risers and floor, frost white; bases, red. 














By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 


Plans are already well along in this city sents men's apparel for autumn. The script opening torn in the seamless display pape 


for the window displays which will greet the cutout lettering across the background which covers all the rest of the backwall. 
opening of the Sixth War Loan drive when — reads: “Strictly Southern California Au- Display properties consist of a rough fence, 
it gets under way on November 20. Infor-  tumn.” This background, incidentally, is grape vine, mailbox, and the branch of a 
mation reaching this reporter is to the effect very interesting. It consists of a water tree. The base of the central display unit 
that some really unusual, powerful displays color painting of a scene on the California rests on a heap of brown shavings. which 
are being worked up and of course this is coastline, and this picture appears in an were arranged in the shape of a five-pointed 


as it should be. The people of the West 
coast, being closer to the Pacific theatre of 
war, are perhaps a bit more conscious than 
Easterners of the fact that V-day in Europe 
is by no means the end of the fighting. 

\s for Southern California retail displays 
presented during the past three weeks, we 
have selected five displays from different 
stores as good examples. Two are from 
men's wear stores, another from a furniture 
firm, and two from specialty shops. 

The reputation of Los Angeles for its fine 
men's wear displays is well upheld by the 
two windows illustrated. The first is for a 
display of sharkskin suits, and is the work 
of A. Gardner, of Silverwood’s on Wilshire 
boulevard. The fall suits are from “the 
toughest fabric of them all,” according to 
the window card in the foreground. At the 
rear is an easel bearing a slanting card 
which in turn held illustrations of the suits; 
these were printed in white outline on regu 
lar blue-print paper and the effect was ex 
cellent. The window background was. of 
paper in a medium shade of gray. There 
were six windows following the same theme 
as the one shown here. 

Next comes a display from the Seventh 
street store of Desmond's, and it also pre 





star. Men’s wear accessories, particularls 
hats, are played up very well in this dis 
play. The card at the right is lettered 
across a bunch of grapes done in a light 
purple shade. 

At the top of page 17 is seen a rather 
interesting presentation of fur coats at 
Myer Siegel's, on Wilshire boulevard. The 
window is the work of R. J. Sherwood. The 
window card is lettered in white on a dark 
background and decorated with a musical 
clef sign to tie in with the slogan: “A Sym 
phony of Color.” The background itself 1s 
covered with a light blue wallpaper having 
a scroll pattern. The slanting “poles” of the 
display are not really poles at all; instead 
they are crepe paper strips in all autumn 
colors, twisted rather tightly and. stretche 
taut from ceiling to floor. Note, too, that 


—Immediately above is one of the fine men’s 
wear displays with which Los Angeles stores 
greeted the autumn season. It is the work of 
A. Gardner, Silverwood's. . . . Left, another 
excellent display of men's wear; this is from 
Desmond's Seventh street store... . (All photo- 
graphs by courtesy of "Dick'’ Whittington, 
Los Angeles) — 
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—At right, a fur coat display by R. J. Sher- 
wood for Myer Siegel's, Wilshire boulevard; 
the "'rods'' are in reality crepe paper in 
autumn colors, twisted into tubes and fastened 
at ceiling and floor. . . . Center, by Robert 
Gibson, J. J. Haggerty's; plaster made the 
background drapes, the footlights, the stump 
and the old-fashioned shoe. . . . Below, an 
unusual furniture window by J. Roy Stewart, 
Barker Brothers— 


each section of the display is framed with 
cut-out sections of wallboard placed flush 
against the inside of the glass. 

In the center of the same page is seen a 
display by Robert Gibson for J. J. Haggerty 
Company. The theme was established by 
the showcard wording, which was: ‘“Fash- 
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ions Look Forward and Backward—Milli- 
nery makes an entrance in scene-stealing 
hats by Kenneth Hopkins.” The use of plas- 
ter predominated throughout the window. 
The background “drapes” were of that ma- 
terial, done in pastel, and framed the back- 
ground proper which was covered with folds 
of tinted cheese-cloth. Four footlights, also 
of plaster, were in an are at the front of 
the window. The central decoration was a 
plaster stump bearing a_ hightop, button 
shoe of plaster from which three curved 
dowels protruded to support three hats. 
Only spotlights were used for the illumina- 
tion. This display theme was used through- 
out the store for the promotion, and all 
windows were given over to it. Each win- 
dow contained supporting accessories such 
as perfumes and the like. 

\t Barker Brothers, J. Roy Stewart cre- 
ated an interesting window based on the 
store's newspaper advertisement headed: 
“Will the postwar auto have front or rear 
drive?” The ad continued: “Frankly, we 
don't care, nor do we care much whether 
nylon will supplant silks as long as the girls 
are happy. But we do care about homes.” 
Additional copy went on to describe the 
Store’s interest in anything pertaining to 
lurniture and stated that any new develop- 








ments would be presented “when they are 
ready.” The principal display property was 
a papier mache globe on a large axle; 
across the globe ran a streamer bearing the 
words: “In a changing world, Barker's is 
the key to bigger and better homes.” The 
background was formed of gray cardboard, 
and the illumination was entirely by spot 
lighting. A tilted lamp perched on top of 
the globe, while a similar lamp, a table and 
a chair were suspended as if revolving 
around the axle. 

The following display is not illustrated 
\t The May Company (downtown), the an 
nual promotion of “First to The May Com 
pany—Then back to School” was introduced 
in windows of much simplicity by Stanley 
Thompson, who recently took charge of dis 
play for this company. He was formerly 
with a store in Rochester, N. Y The em 
phasis was on the younger student's needs, 
and the display props were chiefly large 
books, pens, pennants, and other items from 
school life. The background was done in 
simulated veneer paneling. This particular 
window, incidentally, was designed and exe 
cuted by Ollie Grant, former May Company 
displayman who has returned from Balti 
more. 











_..on and off the record 











—This is Charlie Len- 
hardt, for nine years 
in charge of display 
for Hochschild, Kohn 
& Co., Baltimore. No 
particular reason for 
the nice smile, unless 
he is thinking of the 
guitar which he likes 
to play during his 
spare time— 


icture * blems, me 





—Here we have Lee 
Court, display direc- 
tor of Filene's, Bos- 


shaking hands 


with Claude Adams, 
seated in the heli- 
copter. Adams, a 
former displayman, 
is president of Pro- 
motional Production 
Company, New York 
City. The occasion 
was delivery of the 
helicopter to Filene's 
for a demonstration 
flight between the 
firm's Boston ware- 
house and its Bel- 


mont store— 


—Mrs. George Wag- 
ner, wife of the dis- 
play director for 
Brandeis, Omaha, 
seems a bit aloof 
as this group meets 


in the office of 


L. Stensgaard, presi- 
dent of the Chicago 
firm of that name. 
Left to right, H. 
Woody, of the Stens- 
gaard organization; 


Mrs. Wagner; 


Blei, Nebraska 
Clothing Company, 
Omaha; Frank Fiala, 
Goldstein-Chapman, 
Omaha, and Bill 
Stensgaard— 








—Members of the 
St. Louis Display 
Guild paid a visit 
recently to the Kor- 
rect-Way Display 
Products plant to see 
how mannequins are 
made, from start to 
finish. Here is one 
group being con- 
ducted through the 
big factory —the 
happy expressions 
coming from the buf- 
fet lunch and cock- 
tails served before 
the trip— 




















































—The Setting j 
see, Ind. ad before B, L Taylor's cott 
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WEIGHTED TOE* HOSE FORMS 
° ly DARLING 


Darling announces that “Weighted Toe” Hose Forms are 
available under the Fairy Form Patent. They are made of 
Dartex Composition in flesh enamel, coated with Plascov, 


— which makes them practically unbreakable. aa 














F-446 F-399 F-381 F-382 
LADIES’ KNEE LENGTH JUVENILE CALF LENGTH WOMEN'S ANKLETTE CHILDREN'S ANKLETTE 
$9.25 PAIR $7.50 PAIR $4.00 PAIR $3.70 PAIR 

PEE St ELIE 





* Manufactured under 
Fairy Form Patent 


No. 1,780,744 


— 


Darling has received the Star 
Award for the Army-Navy 
‘“*E”’ Flag, which flies over 
the Metal Plant at Bronson, 








for continued Excellence in 
War Production. 
F-398 F-397 F-396 * 
MEN'S CALF HIGH MEN'S ANKLETTE JUVENILE ANKLETTE 
ur Metal Plant is engaged 
$7.50 PAIR $5.75 PAIR $4.20 PAIR 100% on War Work. Remen- 





ber, Darling Metal Displays 
are ‘‘Worth their ‘WAIT’ 
in Gold’’, 





MODERN MERCHANDISING CALLS FOR THESE FORMS, TOO 


















Wartime hosiery demands better display. The “Weighted Toe” Skin-Tru 
Finish Forms shown above, and these forms, are a ‘‘MUST”’ in the 
display equipment for your store. Sales results prove that the best way 
to display hosiery is on attractive, true-to-life forms. Darling Hosiery 
Forms are helping to ring up sales everywhere. Available now for prompt 
delivery... Order today! Distributors in principal cities... L. A. Darling 
Company, Bronson, Michigan. New York Office and Display Rooms, 
735 Marbridge Building, 47 W. 34th Street, New York 1, N. Y. 


DRESS UP YOUR SHOE DISPLAYS 


F-445 — Many stores find these Darling Shoe Fillers 
to be sales producers. Beautifully made of Dartex 
Composition in flesh enamel, and coated in Plascov, 


making them practically unbreakable ...$3,.25 pair 


BE SURE TO ENTER THE 6TH WAR BOND 
WINDOW DISPLAY CONTEST 


DARLING 


The Name To Think Of First In Display 





F-18C F-17C F-16C 
CALF LENGTH KNEE LENGTH FULL LENGTH 
$3.75 EACH $4.60 EACH $5.75 EACH 





New Ladies’ Hose Forms, exquisitely modeled. 
in Skin-Tru flesh enamel, finished in an exclu 
sive process, Plascov Coating, giving protection 





against breakage, chipping and wear 
































John Courtney at Sears’ State street store 
carried out a winter theme for his large 
Congress-State corner, as seen on this page. 
To all appearances it represented a windy 
this windy city, with a re 
volving door simulated in the center of the 
installation. Men's coats, all 
fully sized and dressed on mannequins, ap- 


corner of very 


winter care 


peared bustling to and fro—one man enter- 
ing the door, further to activate the scene. 
The flanking building walls 
with a brick design, dry-brushed in gray. 
The floor was neatly patterned with snow- 
The snowmen facing each 


were COV ered 


banks and drifts. 
side, decked in searf and gloves, added to 





By JACK POLLARI 





The dis- 
play, calling particular attention to Sears’ 


the feeling of cold days to come. 


lavyaway plan, produced excellent results. 
Howard Oehler, display director for all 
the Wieboldt stores, supplies a timely re- 
minder of our war Pacific 
with the splendid window shown here. The 
mask of Tojo (papier mache) hangs from 
an “S"-shaped self-standing panel in a soit 
The rising (or setting) sun is 
The large 
plaster world sphere is black, yellow and 
The distance between the two flags 


progress in the 


cream tone. 

airbrushed in red and_ yellow. 
gray. 
indicate the mileage from the enemy, which 
is changed regularly according to the prog- 
made. At this writing the space has 


ress 





Madigan Brothers, Chicago 











narrowed to 1,262 miles. The eagle-crested 
plaque on the side reads: “Immediate De- 
livery—Credit Office Cashiers.” Wieboldt’s 
has kept a permanent War Bond window in 
all of the six stores since February, 1942 
which, I think, is quite a record. 

Ray Bianchi, at Goldblatt’s, went all out 
in his college series to bring realism to this 
interesting promotion. The photo 
shown on this page tells a complete story of 
the young students just moved into their 
new quarters. One in the lower bunk is still 
asleep, while the upper occupant is just in 
the act of getting up. The freshman with 
the slouchy red hat provoked nostalgic 
amusement. The room atmosphere has the 


annual 








usual prankish touch of stop signs, school 
zone plates, the favorite college pennants. 
Bianchi separated this large corner window 
with papered walls and an arched doorway 
leading into a living room setting on the 
Van Buren street This was equally 
interesting with a card game in full force 
and other students in relaxed positions. 
Arthur Poirier, at Lane Bryant, with his 
newest installations places window art in the 
best traditions of 1944, namely, to sell your 
store and at the same time sell your mer- 
chandise. One of his battery of 
shown here reflects a picture of smartness 
and dignity. The huge floral piece against 
a gray background is a multi-colored pape! 


side. 


windows 


t 


sculpture of aqua and fuschia planned t 
blend right into the merchandise color 


—The reminder of the distance to go in the 
Pacific is one of a series of Bond displays 
carried by Wieboldt stores since February, 
1942; Howard Oehler is display director. . . - 
Second photograph, by John Courtney, Sears 
State street store. . . . Left, by Ray Bianchi, 
Goldblatt's. . . . (All photographs by cour- 














tesy of F. A. Kuehn & Co., Chicago)— 
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THREE STEPS... 


fo prize winning and 
J sales winning displays 


De- 
t's 
V in 
942, 





Displays that stop the judges’ eyes will stop the eyes of passers-by as well. And windows 
that win contest prizes also have the appeal that wins greater sales! Here are three timely 


7 tips to help you do both! 


this 

hoto 

voit *° HUMAN INTEREST PICTORIALS TO ATTRACT ATTENTION 
heir . ? : — , : : ; ? 
stil] [| Start with a Sherman pictorial, brilliantly designed by an outstanding artist. Rich in 
t ing’ human interest... a seasonal or patriotic theme to motivate your window .. .a ready- 
with é : 


ale made color scheme. 


the 
* COLORFUL BACKGROUNDS 
Brighten and change your backgrounds ... with the distinctive window-height Giant- 


Curve or other Sherman display backgrounds that are so quickly installed. 


* INTRIGUING “ PROPS “ 


Add depth and interest to your windows with timely and appropriate “ props.” Take 
a roll of patriotic or other Sherman structural corrugateds ... zip out a host of 


snappy new ideas! 





FREE IDEAS—ASK FOR YOUR COPY 
The new Sherman Christmas Guide is crammed with ideas... plus 
full-color sampling! Write for your free copy today! 
Don’t fail to enlist your window displays in the Sixth 
War Bond Display Contest! 


4 
me: | 
3 
= 


hool 
ants. 
dow 


Newton Upper Falls 64, Massachusetts 
Pacific Coast Factory: Los Angeles, California 


Branch Warehouses in New York, Chicago, Atlanta 








ae 








scheme. The frame around the window is 
natural wood. Women’s dresses, ordinarily 
hard to hamdlle, appear chic and = smartly 
fitted. Poirier cleverly captioned this pres- 
entation with— “Neither Too Young Nor 
Too Old ... Are These Dresses For The 
Woman Who Stays Young.” 

Marjorie Smith, of Edgar <A. Stevens 
Company in Evanston, a comparative new 
comer in the Chicago display scene, is doing 
commendable work for this smart, outlying 
fashion store. The picture shown portrays 
neat execution featuring “Adele Simpson” 
two-piece dinner suits for dating and occa 
sion wear. The marbleized column set off 
center carries a grape cluster decor with a 
gold rail which suggest a promenade. The 
rose-beige wings and background reflect 
quality and restraint. The whole picture 
presents a nicely wrapped up fashion job. 

J. W. Campbell, at Carson Pirie Scott & 
Co., achieved dramatic simplicity in his fall 
showings by using a big stylized papier 
mache column as the spotlight decor to put 
over his story, “Fashion Takes To Side- 
lines.” This column was flat coated in 
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—Left, by Arthur Poirier, Lane Bryant's... . 

Center, by Marjorie Smith, Edgar A. Stevens 

Company, Evanston. . . . Below, by J. W. 
Campbell, Carson Pirie Scott & Co.— 


brown and highlighted in gold and emerged 
from a slanting riser on the floor. The fash- 
ion mannequins, as shown in the photo, were 
placed into a round recess in this platform, 
which is covered with a finely striped heavy 
gray corduroy. This floor treatment, inci- 





dentally, makes a fine means of accessory 
display, too. The dresses as noted show 
side interest, a popular vogue this fall. The 
backgrounds are a restful flat blue. The 
stark simplicity of this unique window was 
very eye-catching. 

And now we come to something new for 
an ending to this report—‘Scene Stealers” 
observed here and there: unusual tricks and 
techniques to catch the eye: 

Sam Blum, at The Fair, hung a_ huge 
wood ruler at an angle from the ceiling 
and used the measuring stick as an excel- 








Gar 


Blu 
Nay 














lent draper tor back-to-school woolens. Blun 
covered three-panel, 6-foot screens with fu 

-one had a black Persian lamb covering 
for coats of that fur, and another, ocelot 
for a like window. 

John Courtney, at Sears, tied a wide silk 
ribbon in the middle of a quarter fold satu 
comforter, making it appear as a large bow 

J. W. Campbell, at Carson's, ruffled re 
silk daintily into women's black shoes t 
create a striking contrast. 

Campbell's “mirror” windows suggest 
new display technique; why not set two mu 


m9nNg 
lalls 


rors in a V-shaped self-standing t 
and insert a quarter section of any typ 
motif to create a third dimension? A! 
eighth-cut of pie would appear whole roun 
Jay Howe, Mandel’s, used a coup! 
old-fashioned “belly” stoves for his c lege 
windows, painted them in gay light shades 
and added campus “doodles” to them, eve! 
the stove pipes. Howe also turned a studle 
couch against the plate glass as thou 
were the wall, with the three pillows se! 


totors 


on top; you should have seen the spe 


26 


peek over to see what was on the other sic 
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| ow! EYE CATCHING 
CHRISTMAS 
DISPLAYS 


By NEDSCO 


NEW FLEXGLASS CANDLES-—In Three sizes: 


24” High, 4” in Diameter $12.50 each 
34” High, 4” in Diameter $18.50 each 
53” High, 6” in Diameter $25.50 each 


Made of Mirror Glass with red base, complete with flame bulb and cord, Hol 
Garland, green leaves, and red berries 





BACKGROUND—Giant Curve & High, 9 Wide Plain Colors: White, Napoleor 
Blue, Emerald Green, and Red—Price, $8.50 Roll Frosted Giant Curve White 
Napoleon Blue and Red—Price, $11.50 Roll 





Write for your FREE j 
copies of our XMAS | 
CATALOGUES AND d } 


DISPLAY PAPERS. 


NEW FLEXGLASS ELECTRIC LANTERN DISPLAY—Lantern ” Higl 
in Diameter with flitter top nd base — bulb and cord and plug. Spray 
made of flame proof cell ine twigs; colors: Red, Ice Blue in White Over 


Height 5’ by 36” spread Pri e, $35.00 e aia $350.00 dozen. 


Lantern and Post Bracket only $20.00 each $200.00 « 
Flame Proof Spray nl $15.00 « I $150.00 ezer 
Background is red stripe on seamless paper with silver flitter star ‘ Price 
White Seamless Roll, $ 9.75—1 Ri Il, $36.25 
Colored Seamless reversed stripes Roll, $11.50 R $42.50 


RED a WHITE PEPPERMINT Sraree PAPER—26” W Priced $2.50 | 
36’ Roll lis paper is excellent for wrapping 


FIBER TUSSS, 9 high 

2” Diameter $0.65 enc 6” Diemeter $1.50 eacl l Diameter $3.00 « 

3” Diameter $0.75 « — 8” Diameter.. $2.00 eacl i” Diameter $4.50 

4” Diameter $1.00 each If Diamete $2.50 « I lo” Diameter $6.00 eactl 
ACCESSORY DISPLAYER Red and white peppermint stripe, upright with tl 
circular shelves, 48 overall, shelve re 19°, 15”, and 12” in diameter respectivel 


Shelves and base are finished in white Priced $9.00 each, $90.00 dozer 


FLAMEPROOF CELLO PINE TREE 42” High with White Plastic pot Color 
Emerald Green, Ice Blue, Pink, White, and Dark Blue Priced $8.25 each, $82.50 « 


METALLIC HOLLY — epg DROP—60” drop, 28” spread Pwo 8” clear 


phane bells, one ¢ s: Red, Green, Blue, or Silver. Priced $525 each, 
$52.50 dozen 


NEW ENGLAND DECORATORS SUPPLY CO. 


262-268 DEVONSHIRE ST. BOSTON 10, MASS. 
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—Overhead space is used lavishly by Le Sage to create an impression of size in these windows 
dence Day on September 16— 





The Touch... 
Of NOVELTY 


By DEL LE SAGE 
Harvey's, Nashville 


—Unusual rattan chairs, a displayer, outline leaves of rattan, and the method of draping the 


fabric all combine to give these windows a touch of novelty— 





used by Harvey's to tie in with the Mexican Indepen- 
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HE writer has always felt that novelty 

is one of display’s most potent assets, 

whether the novel touch is in the back 
ground treatment, in the display properties, 
the lighting, or however employed. Something 
out of the ordinary in a display always 
attracts, because people are just naturally 
curious. They want to investigate anything 
that intrigues their interest—and that means 
they will examine a novel display first to 
see what it is that caught their attention, 
and then they will examine it from the 
standpoint of the merchandise shown. 
Hence, the touch of novelty adds up to in 
creased “circulation.” 

There are several elements of novelty in 
the displays shown here, but perhaps the 
chief one is that of size. Every bit of the 
window dimensions has been used. Since 
size is always impressive, these windows 
drew much more attention than they would 
have had the display scheme been carried 
out on a smaller scale. 

In the two fabric windows, an idea of the 
dimensions is given by the chair suspended 
at the upper right of the first one.  Enor- 
mous outline leaves of rattan served as a 
decorative motif, while the fabric itself was 
draped from an old-fashioned shutter in a 
harmonizing color slanted across the upper 
background. Only three patterns were 
shown, and this again added to the effect 

In the companion window, rattan also 
served as a decorative treatment, while the 
fabrics were looped through the curves ot 
a modernistic rattan displayer otf Gargan- 
tuan size. 

At the top of the page are three displays 
from Harvey’s recent Mexican fiesta win- 
dows; these displays, worked out through 
the cooperation of American Airlines, tied 
in with the Mexican Independence Day, 
September 16. Large props were used, but 
the principal impression of size is gained 
through using overhead space. 
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SAVINGS PLAN? 


Wr: the war swinging into 
its tensest phase, now’s the time to 
emphasize over and over again the 
savings feature of your Payroll 
Savings Plan. To press home to all 
your people the need of building 
up their savings—the need of 
building up their savings not only 
in wartime but also in the years 
directly after the war. To point out 
that a bond cashed before its full 
maturity is a bond killed before it 
has given its fullest service to its 


Are you properly 
emphasizing the 


savings FEATURE 


OF YOUR PLANT’S PAYROLL 


owner—or to his country! 


Buying War Bonds, holding War 
Bonds, and keeping wartime sav- 
ings mounting—all are absolutely 
vital. But no one of these is enough 
by itself. The savings habit must 
be carried over into the years of 
reconstruction which will follow the 
war. For if, at war’s end, we have 
‘flash-in-the-pan’ spending, every- 
body loses. The spender loses, you 
lose, and the country loses! While 
a working public, convinced of 


The Treasury Department acknowledges with appreciation the publication of this message by 
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the value of continued, 
planned saving, is the sound- 
est possible foundation for private 
enterprise of every sort. 

We call these bonds War Bonds 
—and with their aid we will win 
this war at the earliest possible 
moment! But they’re Peace Bonds, 
too—and, rightly used, they will 
win for their holders, and for all 
of us, a happy and prosperous 
place in the years of peace to come. 


WAR BONDS to Have and to Hold. 


x Let’s All Back 


x the Attack... 
x with War Bonds! 


This is an official U. S. Treasury advertisement—prepared under auspices of Treasury Department and War Advertising Council 








ature’s best are vi lovelier! Her sal 
proportions and smoothly soulatared es 
accentuate the beauty of the garments she 
displays .. she’s the best fashion salesgirl in the 


we ” oe8 4 
world ... she’s a Korrect-Way Mannequin, of course! 


by KORRECT-WAY 


DIVISION OF AMERICAN 4 








Williome Corp. 
BOSTON 
Eastern Displays, Inc. 


BUFFALO 
Samuel C. Dutch & Son 


CINCINNATI 
General Display Corp. 


CHICAGO 
Hecht Fixture Co. 


CLEVELAND 
Pribil Display & Supply Co. 


DALLAS 
Mr. Sid Bartley 
(Hotel Southland) 


DENVER 
Walter W. Martin 


DETROIT 
The Art Products Co. 


KANSAS CITY 
National Equipment Corp. 


LOS ANGELES 


Grossman and Silvers, Inc. 


MINNEAPOLIS 
L. E. Hier Display Equipment Co. 


PHILADELPHIA 
Naythons Display Fixture 


PITTSBURGH 
DeWeese Display Equip. Co. 


SAN FRANCISCO 
Kehoe Display Fixture Co. 


% 


Chas. T. Boyd Display Equip. Center 
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Simplicity Pattern Sponsors 
Large Display Contest 

The Simplicity Pattern Company, Inc., 200 
Madison avenue, New York City 16, has re- 
leased details for a national display contest 
to back up the firm’s novel promotion, 
“Make it for Christmas,” which gets under 
way on November 19. The sum of $4,500 in 
War Bond prizes will be awarded, with each 
prize being divided between the display 
manager and the fabric buyer. 

The contest has two classifications: for 
cities of 100,000 and over and for those un- 
der that figure. Similar prizes will be 
awarded for each group. First prize is $500 
in Bonds; $250, and ten separate 
prizes of $100 Bonds in each group. In addt- 
tion, $1,000 in 
the best display of all. 

Displays entered in the contest must fea- 
ture Simplicity patterns exclusively with the 
fabrics and the window must be built around 
“Make it for Christmas” as a theme. Photo- 
graph entries must be mailed to the address 
given above before December 31. 


second, 


SJonds will be awarded tor 


Display And Exhibit Firm 
Formed In New York 

Roy C. Bertell and William H. Shefteld, 
formerly vice-presidents of the Ivel Corpo 
ration, New York City, have formed the 
Bertell-Sheffield designers and 
builders of industrial and educational ex 
hibits and displays. In addition to its ex 
hibit and exposition services, the new com- 


Company, 


pany will specialize in the design and con- 


struction of showrooms, reception rooms, 


offices and stores. Headquarters have been 
opened at 11 West 42nd street, New York. 





Gene Turner Joins 
Muse, Atlanta 

After ten vears as display 
Zachry's, Atlanta, Eugene W. 
resigned in order to take a similar position 
with the Muse Clothing Company, of 
the same city. 
who recently joined Metzger Brothers, Mo 
bile. Turner was formerly with Kent War- 
Jacksonville, 
Fla. He is a member of the board of direc- 
tors of the International Association of Dis 
play. 


manager for 
Turner has 


George 


He replaces Lou Blumberg, 


ren Company and Furchgott’s, 


Forsythe Display Service 
Enlarges Business 

Col. Mac Harth advises that the Forsythe 
Service, 520 South Fifth avenue, 


Louisville 2, has greatly enlarged its busi- 


Display 


ness and is now handling all popular display 
lines throughout the State of Kentucky. In 
line with this program the firm’s showrooms 
have been renovated and now show complete 
lines of Christmas display properties 


Display Factor 
Killed In Action 


Lieut. Harvey Harmon, formerly with The 
Ace Paper Company, New York City, is 
reported killed in action recently in France 
action in North 
While with 
Ace he served as a traveling representative 
and was known to many in the display field 


He had previously seen 
Africa, where he was injured. 


APOLEON said: 
“Action, Action 


For ——— sakes 








2 SPEED 


OSCILLATING 

















He had a huge Army and a 
brilliant one — but if it stood 
still—he knew he was lost. 


Highly competitive post war 
merchandising will demand 
better, more forceful displays. 
Color, size or beauty alone 
will not be enough. 


New, low cost, eye compelling 
MOTION displays will carry 
the merchandising burden in 
the post war market. Displays 
that smile and rock, bounce 
and bubble, dance and sing! 


Before the war SpeedWay per- 
fected new, low cost methods 
of imparting life and move- 
ment to the displays of the 
nation’s leading advertisers. 


After the war SpeedWay will 
again lead the motion parade. 


Plan now to give your prod 
uct this means of demanding 
consumer attention. Motionize 
with SpeedWay. 


SpeedWay specializes in man- 
ufacturing the heart of the 
motion display — the power 
unit. Standard units include 
small geared motors of vary- 
ing power, speed, and torque; 
the Motioneer, a pendulum 
motor for producing several 
types of oscillating action; and 
a complete line of display 
turntables. All are reliable, 
economical, and non radio- 
interfering. Send for our 
latest catalog. 


Display Motion Division 


1897 South 52nd Avenue, 
CICERO, ILL., U. S. A. 
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Yule 
Motifs 


—-Three Christmas windows run the gamut 
from men's gifts to the return of the soldier 
for a holiday furlough. Each is worth con- 
siderable study for ideas, treatment, and 


execution— 


Three Christmas displays, each having a 
different motif, are pictured at the right. 

The first is a window of men's gifts and 
is the work of G. C. “Buck” Bowen, of The 
Hub, Chicago. The window is formally 
balanced by the two wings, each of which 
is divided into nine compartments for in- 
dividual displays of small articles. Across 
the background streams a garland of holly 
leaves. The background is practically cov 
ered by a blownup reproduction of the sheet 
music for “Jingle Bells.” Across a slanting 
sheet of parchment in the central fore- 
ground is a miniature sleigh, drawn by a 
prancing horse. To tie in further with the 
song's title, three large papier mache sleigh 
bells cross a portion of the score 

\n especially attractive display is that of 
H. L. Kauffman, C. H. Yeager Company, 
\kron, as seen in the second illustration. 
Snow sprinkled fir trees were scattered 
throughout the window, and fir branches 
served as decorations for big gold bells in 
the left foreground and_ central back 
ground \ white sleigh, piled high with a 
variety of toys, was drawn by two. white 
plaster deer. Clever spotlighting provided 
an interesting contrast between light and 
shadow. 

The third display is by Hugh McWilliams, 
The Vogue, San Antonio, and couples the 
Christmas theme with a War Bond appeal. 
The entire window was framed with fir 
branches against the glass. The background 
simulated the door and two windows of a 
home; the door was open and a soldier was 
shown returning for Christmas. Christmas 
trees of white cellophane flanked the scene 
at each side. 
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ARTICHOKES 


GOLD or SILVER 


With or Without Flitter 


TRIPLE-HEADED ARTICHOKE 


This is one of the smartest display decoratives for those dis- 
plays where an elegant atmosphere is necessary. It’s just the 


perfect embellishment for evening wear and jewelry displays. 


Three heads on long stem. Dozen $18.00 
Two heads on long stem. Dozen 12.00 


Single head on medium stem. Dozen 6.00 


* 


MORE DISPLAYS 


SANTA CRUZ, CALIFORNIA 
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.. And 


TELEVISION 


A brief analysis of the pros and cons of television-display—from an article by 


R. C. Kash, editor, DISPLAY WORLD, 


HE use of television by retail stores 
intriguing 
investigating what post- 


to offer them, and 


is an speculation. Many 

merchants are 
war television will have 
inevitably one phase of the possibilities in- 
volves retail display. Hence it seems a par- 


ticularly time to discuss” the 
merits and disadvantages of 


display, and their combined attributes. 


opportune 
television and 


“Display,” in this case, refers to the retail 
window panorama which draws so many eyes 
each day; it also means the ledge trims, the 
showcase treatments, and the other methods 
of presenting merchandise for the shopper's 
visual appraisal— with an eye to. selling. 

Without going into details as to how such 
displays come about—the physical set-up of 
the display department and how it functions 

let us consider some of the attributes 
which present-day display possesses. In the 
first place, it is the one medium of advertis- 
ing which puts its message across to the 
prospective customer at the point-of-sale 
at the where the customer, her purse 
and the all together. The 


advantage of this is of course apparent. 


spot 
merchandise are 


Secondly, display has color: the color ot 
itself, the backgrounds, the 
light from 


the merchandise 


special art treatments, colored 
spotlights or floods. 

Display has the complete realism of three 
dimensions—another unique attribute pos- 
no other advertising form. 

We must sound in 


display, even though this is of a limited ex- 


SCSS¢ d by 


also list the use of 


tent; much experimentation will be neces 
sary before it will be a help to display in- 
hindrance. (In 
that 
stores have tried an occasional experiment 
that of 
smell; light sprays of a featured scent were 


~ something of a 
should be mentioned 


stead 
passing, it some 
in appealing to still another sense 


watted from above display window level to- 
ward the passersby.) 

Included in the list should be the element 
of sheer size; displays in practically all 
cases can present merchandise in its entirety, 
from silverware to a room complete in every 
detail and in its natural size. 

And finally should be mentioned the dis 
the shopper's 
gaze and thoughts can be concentrated pretty 


playman’s technique whereby 


using the composition 
attention on 


much as desired by 


of the display to focus fea- 


tures of the merchandise. 





in the current issue of The Televiser. 


attributes of display, 


merely summarized here and given with no 


So much for the 


attempt at elaboration. Now, what does 
current store display lack, and does tele- 
vision offer anything which will meet its 
needs ? 


Obviously one thing to be considered is the 
fact that display is “fixed;” it is stationary, 
i Hence it depends for its cir- 
pedestrian and_ vehicular 
traffic passing the window or those shoppers 
location inside the 


In one spot. 
culation on the 
passing the display’s 
store. 
static; in other words, it 
resembles a tableau rather than a 
living scene. The element of motion is ab- 
sent, or, as used in the past, is not particu- 
larly attractive. 

Another drawback is that many displays 
do not tell a clear, complete story about 
the merchandise they present. It is easy to 


Display is 
usually 


see how this comes about when one remem- 
bers that a display must depend on a few 
words on the create an 
through the setting to 
tell of the merchandise’s use, of what it is 


window cards, or 


impression general 
made, special features, accessories that go 
with it 
character of the store which is offering it 
for sale. 

To the static nature of display must be 
added the further 
lack, and still another is the fact that most 
displays can not demonstrate merchandise 
having special features, except along broad 


and even portray something of the 


absence of sound as a 


lines. 

With the foregoing in mind, let us con- 
sider briefly what television display has to 
offer retailers. 

First there is the coordination of 
and sight; the shown and 
described at length if necessary, and in 
addition to the voice of the person involved 
added special sound 
effects to give more reality to the display 


sound 
merchandise is 


in the telecast can be 


setting. 

There is the concentration of the prospec- 
tive customer's attention; she simply must 
look at the miniature display window in 
order to follow the there is no 
distraction caused by the sounds of 
traffic, the jostling of fellow-shoppers. 


telecast: 


Street 


There is the novelty of television, an- 
other factor to hold the attention. This 
novelty will be such that even lengthy ad- 
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vertising plugs could be used, at least for 
some little time to come, and still hold the 
prospect's attention. 

A complete dramatization of the 
story is possible. Thus instead of the single 
setting, the isolated episode that is a dis- 
play, televised display becomes a complete, 
well-rounded convincing package. 

So far we have thought more or less in 
terms of televised display within the home. 
Space does not permit a discussion of co- 
axial television within the store itself, or the 
display windows, but undoubtedly such tele- 
vised display would have practically all the 
factors mentioned above. 

As opposed to these advantages, what will 
television lack that display now has? (Again 
we are thinking primarily of programs re- 
ceived within the home.) 

One of the most important things to re- 
member is that such televised display will 
have the disadvantage 
newspaper and magazine advertising; 


sales 


possessed by 
that 
is, the prospective customer is at a distance 


now 


from the store where the merchandise can 
be bought. Just as in newspaper advertis- 
ing, she must remember the advertising well 
enough or be impressed by it to seek it out 
on her next shopping trip downtown. To a 
retail advertising man, accustomed to this 
in connection with newspaper advertising, 
this may not seem much of a handicap. To 
a displayman, accustomed to the obvious 
advantages of bringing the merchandise to 
the attention of the shopper when she is at 
the point-of-sale, this is no small draw- 
back. 

Again, the shopper it not able to make a 
personal inspection of the merchandise when 
it is displayed to her by television—another 
disadvantage with which display does not 
have to reckon at present. Further, she will 
not be able to study the presentation at her 
leisure; the program constantly progresses 
and the details missed by the viewer are ir- 
retrievably gone; there is no turning back 
for further reference, as can be done with 
newspaper advertising, or no return to the 
plate glass of the display window for just 
one more look. 

Among physical characteristics which 
televised display will lack are several im- 
portant ones; first, color (although this may 
come in television relatively soon); second, 
the lack of a third dimension—always 1m- 
portant in showing merchandise; third, size 

the sheer impressiveness of the big dis- 
play window will be gone, and substituting 
for it will be the small television picture. 
pros and cons of 
televised display, we see that modern retail 
display has some advantages that television 
still lacks, and that television 
quite a number of merits now 
display. But when we-consider that a store 
can use televised display direct to the home 
as a supplement to its regular window and 
interior display program, we see at once that 


So in discussing the 


possesses 


owned by 


the advantages of each system are retained; 
the complete, correlated program balances 
the lacks of each division. And it is sig- 
nificant, too, that probably most of the han- 
dicaps of televised display will be remedied 
within the first decade after the war; if this 
becomes true, then display by television will 
probably become the most powerful of all 
advertising media. 








HOSE glamorous ladies in the Fifth 
Avenue shop windows certainly don't 
show their age. You'd never think to 


see their maturity and poise that their whole 


clan is only about ten years old. Oh, of 
course, there were mannequins before that, 
but nothing like these sleek and slim-lined 
beauties. 

Time was when a mannequin maker's life 
You stuck a 


a canvas-covered 


was a fairly simple matter. 
doll-faced 


form and that 


wax head on 


dress was that. Today, the 
styles in mannequins change with each shift 
in fashions, and besides, many stores want 
their own custom-styled exclusive version. 
As a fact, fifty 
didn't much difference what 
mannequin took. About all that showed with 


the vogue for trailing skirts and leg o' mut- 


matter of years ago it 


make form a 


ton sleeves was a woman's face. For a 
long time, a headless dress form with a 
four-footed metal fixture base had served 


nicely for displaying the dresses of the day. 
Adding the wax head was big news for dis- 
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—Immediately below, a Pierre Imans mannequin of the early 1920s ... real hair, wax head, 
glass eyes, and feet of iron in black cotton stockings. . .. The train platform scene was the 
work of Irving Eldredge, Macy's, circa 1925; when Eldredge returned after a week-end the wax 
heads had melted. . . . And at the upper left, a modern custom-styled Brosnan figure as used 

this fall by Henry Callahan, 
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Lord & Taylor— 











Fifty Years of Mannequins 


\nd since women themselves didn't 


strenuous activities in their 


playmen 
engage in any 
dress-up clothes, there was no obvious need 
for mannequins to assume any but prim and 
Static postures 

\s women’s lives broadened, their clothes 
narrowed and more of the female anatomy 
naturally man- 


Wax 


evening 


was revealed to public View ; 


nequins changed accordingly. arms 


and hands added as clothes 


and sports clothes became important volume 


were 


business \nd when it became — public 
knowledge that women had, er—limbs, it 
became a matter of necessity to add feet and 


legs to mannequins 


The parallel evolution of fashions, man- 


i female form during the 


nequins and t 
past 


half century was followed closely by 


By CARL JACKSON 


the Jas. B. Williams Company, New York 
City. The firm has this fall 
celebrated its own fiftieth anniversary as a 


well-known 


leading house in the display field. As such, 
they have not only seen the changes taking 
place, but have been the inspirers of many 
of the most forward-looking steps in fash 
ion mannequin design. 

Under the aegis of Dot Williams, dynamic 
daughter of the founder, ably 
abetted by her husband \dler, and 
their production genius Bernard Oestreicher, 
the Williams first 
composition mannequins made in the United 
States, the flat wooden “Woodikins in the 
flat-chested era, the Cora Scovil mannequins 
that into 
fashion presentations, and climaxed a_ half 


company’s 
Ralph 


company introduced the 


brought glamour and “drammer” 





century of pioneering with their Mary Bros- 
which to date 
indi- 


nan custom-styled figures 
mark a high point in versatility and 
viduality in this increasingly important field 

Starting out as a small fixture house in 
the old wholesale men’s hat district, the Wil- 
liams company gradually expanded into a 
succession of larger quarters as it added 
to its line. 

Mannequins were just entering the 
picture and America had not 


significant design talent 


“win- 
dow trimming” 
vet developed any 
The important designers in those days lived 


and worked in Europe—Pierre Imans and 
Siegel in Paris, Gottwald and Karol Schen- 
ker in Vienna, Paul Bashowitz in Berlin. 
Karol Schenker a few years later estab- 


[Continued on page 75] 





























NATIONAL DISPLAY CONTEST 
OFFERING MORE THAN 


5116000 


ros- 
date 
ndi- 
ield 


TO SPEARHEAD THE 
THAD 
i 
a | 















S Enlisting the combine 
AMERICA’S RETAILER 


1. Contest devoted to window displays, interior store 
displays and exterior store displays devoted exclu- 
sively to the SIXTH WAR LOAN and installed dur- 
ing the drive. Each display must feature a $100 
War Bond or reproduction thereof. 


2. Each entry is to be judged only in its own classi- 
fied group; i. e., department store displays, jewelry 
store displays, etc. 


3. Entries may consist of a single display or a group 
of displays. When consisting of a group of displays, 
each display must be a separate photograph, all 
joined together accordion fashion. 


4. Entries are to be by unmounted 8x10 black and 
white photographs with the following information on 
back: Name and address of store: name of display- 
man or employee responsible for the display; dates 
when display was on view to public; class in which 
display is entered. 


5. The closing date is December 26, and all entries 
must bear a postmark not later than midnight of 
that date. 


6. All photographs become the property of the Con- 
test Committee and will be presented to the United 
States Treasury for such use as the Treasury may 
desire. 


7. Entries will be judged for their bond selling ap- 
peal, attention value, artistry and originality. 


8. The decision of the judges in all cases will be 
final. 


9. No formal entry blank required, but it is urged 
that you send pledge coupon to the Retail Section, 
War Finance Division, Treasury Department, Wash- 
ington 25, D. C. 


10. The prize awards are to be payable to the indi- 
viduals whose names appear on the back of the 
prize winning photos. 


11. All entries are to be mailed to the Sixth War 
Bond Display Contest, care DISPLAY WORLD, Cin- 


cinnati 1, Ohio. 


























A TRIBUTE TO DISPLAY 


Ted R. Gamble, National Director of the Treasury 
Department’s War Finance Division, pays tribute to dis- 
play’s service and its importance in the Sixth War Loan: 

“Retailers ... account for literally hundreds of millions 
of dollars of direct Bond sales. The retailers who made 
display a part of their campaign during the Fifth War 
Loan drive by using strong War Bond displays did an out- 
standing job. When I say they did an outstanding job, | 
mean they sold more War Bonds than those who did not. 

“We had in the Fifth War Loan drive the use of 
$24,884,000 worth of media. We had in excess of $11,000.- 
000 worth of radio time. We had in excess of $10,000,000 
worth of newspaper space. We had a million and a half 
dollars worth of outdoor advertising. We had the use of 
17,000 theatre screens in the nation. We had one of the 
most complete and one of the most concentrated advertis- 
ing and promotion campaigns ever conducted in_ this 
country, and we had the good sense in the Treasury De- 
partment to turn to experts in every field of those media 
for the best support in preparing the right kind of copy 
and the right kind of advertising to reach the public, so 
that an intelligent and professional job was done. Yet, 
with all of that we found that in those communities where 
they added this display ‘plus’ that we met with a higher 
degree of success than we did in communities where that 
was not done.” 

And speaking directly of the display campaign for the 
forthcoming Bond drive, Gamble says: “I don’t know of 
any single thing that we have projected or planned for 
the Sixth War Loan drive that is more important than 
this particular project... . The Treasury Department is 
tremendously appreciative of it and will stand ready to 
support it in every possible way to the end. ... [ want to 
thank you officially on behalf of the Secretary and the 
War Finance Division of the Treasury Department for the 
job that you have undertaken.” 












iy 


re 
of 

pl. 
so 
we 
COs 
the 
pr 


as 
of 

suc 
wh 
Lo. 


dis 


use 
ass 


cel 


nee 
sug 
dis) 


bel 


Wa 
sigr 
dov 
tha 
loc: 
ind 


DATES OF DRIVE—NOVEMBER 20 TO DECEMBER IRUC 


GREAT NATION 


Send All Photographs to Sixth War Bond Disp ont 









display power of 
for the 


Yar Bond Drive 


EVERYBODY'S HELP NEEDED 






AS 

















































Iry With Germany on the verge of defeat, why is so much 
lis- importance attached to the sale of Bonds during the Sixth 
in: War Loan drive? Simply because knocking out one enemy 
ons will not end the need for War Bond money. There stil! ELEVEN CLASSES 
ade remains a powerful foe entrenched beyond the vast spaces War Bond Awards in Each Class—$10,500 
Var of the Pacific; it will take plenty of guns and tanks and Tobed Wier faad ds in All Cl 0 
yut- planes and bombs and ships to hammer him into submis- ota ar Bond Awards in All C asses—$ | 15,500 
pe il sion. Even if the war against both Germany and Japan PRIZES ARE IDENTICAL FOR EACH CLASS 
lot. were to end tomorrow, there would still be the immense STATE PRIZES 
ai cost of bringing millions of men and women back home, a iin $25 War Bond 
).- the upkeep of the greatest fleet in the world, the ever- Si ; 
eR A ITE: IO inth to Tenth, each. ........... Honorable Mention 
te aa “¢ prongs ; dies All Ten Win Right to Compete Sectionally 
la ence this Sixth ar Loan drive is just as essentia 
of as those which have gone before. And your help, the help . q SECTIONAL PRIZES 
the of everyone in display, is necessary to make it the most First to Fifth, each.................. $50 War Bond 
‘tis- successful of all. Display showed something of its power Sixth to Tenth, each Hee eeeeseess Honorable Mention 
this when it was given a direct connection with the Fifth War All Ten Win Right to Compete Nationally 
De- Loan. Now it is up to all of us to show what really all-out GRAND NATIONAL PRIZES 
ve display can mean. PTR. 5 6556 ten ncnoann $1,000 War Bond 
. The help of individual displaymen is needed: sell the SOCONNE PHO... «6.5 eee cceenes $ 500 War Bond 
Ke use of Sixth War Loan display to your employers, to your Third Prize ................++-. $ 250 War Bond 
vet associates in the community, to everyone who might con- Fourth Prize TYTTTRECIT LT $ 150 War Bond 
is ceivably use display space to put the drive across. Fifth io wicavd odes wanaemnn $ 100 War Bond 
we Ne a a er eS ee es oe ese nk SEP EEREL ERT EET TEE $ 50 War Bond 
ae a ee All Ten will also receive Treasury Citation 
needed; talk up Sixth War Loan display to your clients, 
the suggest material for Bond windows or interiors or exterior SUMMARY OF PRIZES IN EACH CLASS 
: of displays, see that every displayman in your city gets *48 States with 10 Prizes each.......... 480 Prizes 
for behind the drive. 9 Sections with 10 Prizes each......... 90 Prizes 
han The help of display clubs is needed; make the Sixth National Grand Prizes................. 10 Prizes 
t is War Loan drive a vital part of your club’s activities; as- TOTAL PRIZES IN EACH CLASS....... 580 Prizes 
y to sign committees to install displays in vacant store win- TOTAL PRIZES IN ALL 11 CLASSES. . .6,380 Prizes 
t to dows: talk up the Bond drive at every meeting; see to it TOTAL VALUE OF WAR BOND PRIZES 
= “ste every member re palize *s the importance of 100 per cent IN ALL CLASSES..................... $115,500 
the ocal display coverage; see that eve ry member feels his aes as ; 
individual re cponsibility in making the campaign a success. Hesnsnisnsdinadbeincnntcdbnendhcndinnncrccnniismeeelintliciicndittites. ites 






















R | thn 14 BILLION—5 BILLION FROM INDIVIDUALS 


DISPLAY CONTEST & 


ispl@ntest, care DISPLAY WORLD, Cincinnati |, Ohio 








WIN SUBSTANTIAL WAR BOND AWARDS} ff 


ELEVEN CLASSES --- 6380 PRIZES 
STATE, SECTIONAL AND NATIONAL 





Bilis success of the 5th War Loan Display Contest 
made a profound impression upon the Treasury officials because of the 
vital part it played in the success of that drive. 


As a result they have suggested that a similar contest on a much 
larger scale would be desirable to spearhead the 6th War Loan Drive. 
The project was put into the hands of the War Advertising Council and 
with the National Association of Display Industries and Display World 
cooperating, the most stupendous display contest ever conducted has 
been perfected. 


ELEVEN CLASSES 


The competition will be by store classes, including the following: 


Department Stores, Drug Stores, Gasoline Stations and Garages, 
Grocery Stores, Hardware Stores, Jewelry Stores, Men's Apparel Shops, 
Radio Stores, Women's Apparel and Specialty Shops, Furniture and 
Floor Covering Stores, Limited Price Variety Stores. Photographs must 
be entered in the class rightfully represented by the store. 


State, Sectional and National Prizes 


In each class there will be a total of $10,500 in War Bond Awards, 
divided into 580 prizes, offered for the best War Bond selling window 
displays, exterior displays and interior displays. Each class is sponsored 
by a prominent National advertiser serving that field, who has subscribed 
the necessary funds! The War Bond awards in this great display contest 
now total $115,500. 


Arrange To Participate Now! 


The 6th War Loan Drive will begin November 20 and continue until 
December 16. This is an opportunity and a challenge to the displaymen 
and retailers of America to serve their country effectively. Our armed 
forces are doing a marvelous job—let's back them up on the home front. 


THE SIXTH WAR BOND DISPLAY CONTEST will be 
managed and directed by the following Board of Trustees: 


6TH WAR LOAN 
DISPLAY CONTEST 





SPONSORS 


DEPARTMENT STORES 


Textron, Inc. 
New York City 


HARDWARE STORES 


Henry Disston & Sons, Inc. 
Philadelphia, Pa. 


JEWELRY STORES 


Bulova Watch Co. 
New York City 


GROCERY STORES 


General Foods Corp. 
New York City 


DRUG STORES 


Abbott Laboratories 


North Chicago, Ill. 


WOMEN'S APPAREL AND 
SPECIALTY SHOPS 


Nemo Foundations | 


New York City 


MEN'S APPAREL SHOPS 


Cluett, Peabody & Co., Inc. 
New York City 


GASOLINE STATIONS AND 
GARAGES 


Shell Oil Co., Inc. 
New York City 


RADIO STORES 


Sylvania Electric Products, Inc. 
New York City 


FURNITURE AND FLOOR 
COVERING STORES 
Congoleum-Nairn, Inc. 


Kearny, N. J. 


LIMITED PRICE 
VARIETY STORES 


Clopay Corporation 
Cinginnat Ohio 


Guy Lemmon, War Advertising Council 

Charles W. Alexander, War Advertising Council 
Irwin Robinson, War Advertising Council 

Stuart Peabody, Adv. Mgr., Borden Company 

T. H. Stanley, Pub. Dir., Natl Assn. of Display 






HERE'S MY PLEDGE 





Retail Section, 
War Finance Division, U. S. Treasury, 
747 Washington Bldg., 
Washington 25, D. C. 

| gladly accept this opportunity to co- 
operate with the U. S. Treasury in the Sixth 
War Loan and will enter this greatest of all 
National Display Contests. 



















Industries 
Nathan Silverblatt, Manager, Display World 









War Advertising Council, Inc. © 

in co-operation with the H 

National Assn. of Display ‘we 
and Display World 







Name 
Store 
City 


MAIL COUPON TODAY! 
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Ribbons are “salesmen-by-sight,” 


Their beauty and lustre stop the roving eye. 
Their pliability and bow-ability lend themselves 
to attractive designs of many kinds. 
Use Ribbons by Taffel for greater eye appeal. 
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OR Sorry, 


only one copy to a company. 
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Taffel Bros., Inc., 
95 Madison Avenue, 
New York 16, N. Y. 












Courtesy R- H. Macy. N.Y, 
Send me a copy of the new “Taffel 

Tales” as soon as it comes off the press. ; i . ; ; 
There’s showmanship in selling. See how others in your field 


Signed use ribbons to sell their merchandise. Mail the coupon to have a 





copy of the new, enlarged “Taffel Tales’’ reserved for you. 


TAFFEL BROS, INC. 


95 Madison Avenue e« New York 16, N. Y. 





Address 





City — State 
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I have often wanted to have a series of 
guest columnists to help me out when the 
white paper refuses to be spattered with 
black as the deadline for this column ar- 
rives, but never had I dreamed of having 
an unknown writer in this war furnishing 
me with a complete text just when I needed 
it badly. This writer, known only by the 
initials G. W., was aboard LST 468 on one 
of its many trips which are gradually paving 
the way to the Phiiippines and on to the 
Japanese mainland. The numbers 468 mean 
something to the display profession and 
industry because the skipper of this ship 
is I. K. Stevenson, well-known “gadget” 
promoter of Chicago. Steve and his ship 
468 are heading right toward you now, so 
stand by for the story: 

“This is the story of one Landing Ship 
Tank—one LST—and her job. To look at 
her, she’s not a thing of beauty. Her length 
of nearly 327 feet and her beam of 50, her 
low squat fantail and her high curved bow 
have nothing about them of the sweet lines 
of the McKay clippers. Nor in a seaway 
would anybody mistake her for a yacht. But 
to the wounded and the sick, she is escape 
and surcease and ministration. To the sol- 
dier scenting the battle afar off she is an 
instrument of fate and a comfortable char- 
iot. To the chaplain priest, she is a chapel. 
To the hungry men of the beachheads and 
the perimeters she is the nourisher and 
the provider. To General MacArthur or 
Rear Admiral Daniel FE. Barbey, she is but 
another unit of the amphibious fleet that has 
made possible fourteen landings in_ the 
Southwest Pacific area—landings that for 
smooth operation have been eclipsed in no 
other theatre. 

“On her squat superstructure there are 
three small Japanese flags—token that she 
has destroyed three Nipponese planes. She 
packs a powerful punch, this wanderer of 
the seas, this craft of many parts. She has 
no official name—only a number, four six 
eight. Her birth was attended by no scin- 
tillant ceremony, but at least fair science 
smiled on her then, for in her complicated 
innards, in her very essence, there is much 
of the best in marine engineering. Many 
things about her we can’t say. We can't 
tell you how many amphibian tanks, how 
many crazy looking Buffaloes, how many 
Ducks (not feathered, but armored) she se- 
cretes in her holds, ready to expel them 
through the great mouth that opens as her 
bow doors swing wide. Born with her sis- 
ters of necessity she has lived to be a 
triumph. 

“Her creation was accomplished in forty- 
six hours from the laying of her keel to her 
final plunge into her element. She was 
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built in three parts; the three became one, 
and the one became a unit of rare distinc- 
tion. For our 468 has achieved distinction 
—in a service in which distinction is won, 
or merited, by many craft. I had her story 
from Lieutenant Stevenson, navy veteran of 
World War I. He has been with her as 
she reacted to assault from the skies, and 
took her revenge; when bombs dropped 
around her stern, almost coming aboard, 
when, laden with men of Australia’s Ninth 
Division, she led the amphibious fleet to 
the beach of Lae, poking her nose high upon 
the sand and giving her Australians a dry 
landing. 

“Never was such a ship, he believes, quite 
properly in the tradition of the sea. Lieu- 
tenant Stevenson, traveling upward from an 
apprentice seaman in 1918, has passed his 
naval services on many fine ships—Penn- 
sylvania, Wyoming, Arizona, St. Louis. His 
first command was the USS SC 17. Re- 
enlisted in the service at his own request, 
he sails the seas of the Southwest Pacific, 
while at home his wife and daughter, Jo- 
anne, student at Watersmeet high school, 
Michigan, await his return. 

“Four-Six-Eight came to Milne Bay in 
July, 1942. Things were bad, then. There 
was need of every ship that could float. The 
Australians were enlisting crafts of all sorts 
—crazy motor launches, barges, vehicle fer- 
ries, anything that would carry supplies in 
the fast developing island campaign. She 
had little time to settle herself to the warm 
waters of down under. She was _ hustled 
into service—and soon we find her sailing 
in convoy to Woodlark island to land Amer- 
icans, then shuffling in the re-supply at Lae, 
Finschhafen, Cape Gloucester, Saidor, Los 
Negros, Tahah Merah, Biak, Noemfoor, 
Sansaper indeed, her history became 
the history of the SWPA landings north of 
Woodlark. 

“We had a lot to do with the Australians 
in the hard campaigns of Southeast New 
Guinea, Lieut. Stevenson said: ‘At Lae, 
when we were carrying elements of your 
Ninth Division, we hit the beach under 
heavy bombardment. Two LCI’s were hit 
just alongside us, and many of their men 
killed. Those Australians were a fine bunch. 
They were great people to have aboard. I 
made many fine friends among them.’ 

“*Lae was hard, said Skipper Stevenson, 
‘but worse was to come. Biak brought us 
the sharpest action we have met. We made 
two trips into that hotly contested beach, 
commanded by a series of caves in the lime- 
stone cliffs overlooking our mooring water 
and berthing place. We saw men die on 
the beach within feet of us. On our first 
trip in, large formations of Japanese planes 
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came in. We were credited with shooting 
down two of six destroyed. On our second 
run in, there were more Jap kites. The near- 
est they got to us was a bomb within 10 
feet of our bow. It was near enough.’ 

“Lieutenant Stevenson’s most exciting mo- 
ments were at Ore Bay. Forty-nine Jap 
planes made a series of wild, low attacks 
over the ships, including, of course, 468. 
Forty-eight of these Jap planes hit the sea. 
Said Lieutenant Stevenson: ‘That was the 
most beautiful sight I ever saw.  Forty- 
eight Jap planes hitting the water in huge 
fountains of spray; the last of the bunch 
scrambling over the mountains like a 
wounded hawk with our pursuit ships on 
his tail. That seemed to tell us the tide 
had turned. We got one of those planes. 
We were proud of that, for we certainly 
had a lot of competition for him.’ 

“In all, with her landing jobs and _ he: 
many, many jobs of re-supply, 468’s job 
doesn’t finish with D-day. You see, she 
puts her troops and her quaint menagerie 
of amphibians ashore, and then has to carry 
everything an army needs from a needle to 
a Bucyrus shovel and a packet of K-ration 
to a tank, so, with all her many jobs of re- 
supply she has made not fewer than 180 
beach landings; 180 times this 2,100-ton 
ship has deliberately run her nose aground 
—action that would, a few years ago, have 
shocked a shellback to his salty soul. She 
has carried in her Southwest Pacific wan- 
derings about 80,000 tons of cargo. She has 
carried the equivalent of two divisions of 
fighting men. She has navigated as do all 
the craft around here — on old German 
charts of 1912, on soundings, on hastily 
taken bearings. Lieutenant Stevenson shakes 
his head over this. He says: ‘How she has 
kept herself off reefs beats me. Now we 
are going further on... more reefs!’ 

“From every operation in which she has 
played a part, our 468 has brought back the 
sick and wounded in her great, electrically 
lit hold. Tanks up, the wreck of battle 
down, so goes her lawful occasions. She 
has carried prisoners liberated from the 
Japanese — Formosans whose ankles had 
been cut, whose Achilles tendons had been 
severed by their captors to prevent escape. 
Lieutenant Stevenson counts the sight of 
them as the most depressing experience he’s 
had in war. 

“They've picked enemy metal out of 468— 
chunks of it. But she has carried on, 1s 
carrying on. As I left her to set foot on 
Morotai’s beach, I felt that I was leaving 
the protection of a very gallant warrior. 
It may be that I shall yet be indebted to 
her, as I have been for passage. Maybe I 
shall eat K-ration born out of her holds. 
LST 468 began service with a crew of fifty- 
four and her complement is now 104. She 
has more gunners, more guns, and can put 
up more ack-ack than a destroyer. A fine 
ship, 468, and a fine ship’s company. May 
she, and they, have always happy landfalls.” 

And this column adds a good word of 
thanks to the writer of this piece who has 
brought us so close to our friend, Steve, the 
display salesman who has done a terrific job 
of fighting aboard a new gadget of this war. 
called 468. The display profession and the 
display industry are proud of his fine record 
and wish him the best of luck and God- 
speed. 
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TIMBERTONE 





CREATIVE ACHIEVEMENT 


ARNOLD CONSTABLE 
SNOWTONE | a 


GIMBELS 
NEW YORK 





NEW YORK 


BRICK | Cae cerita 


15 WEST 24TH STREET 


... you get all that when 
you buy TIMBERTONE. 


You also get these: design, texture, 
and perfect color styling . . . the 
finest that years of research and 
experiment have produced. 


And the ultimate in craftsmanship, 
too ... craftsmanship nurtured on 
experience in complying with the 
precise specifications of interior 
architecture and decoration. 


That is why today TIMBERTONE'S 
faithful reproductions of woods, 
bricks and stones have become the 
by-word in the decorative lexicon. 


And just as general schooling en- 
ables a designer to branch into 
creation in specialized fields, so 
has a quarter century of training 
enabled us to broaden our activi- 
ties and create ESPECIALLY FOR 
DISPLAY outstanding and original 
decorative novelties as well. 


These novelties and our natural re- 
productions are our contribution 


to DISPLAY ... to the beautifica- 


tion of America's show-windows. 


YOU BUY RIGHT 
WHEN 
YOU BUY TIMBERTONE 


Write us for name of 


authorized jobber in your vicinity 


M. SNELLENBERG 
& CO., PHILA. 


KRESGE DEPT. STORE 
NEWARK, N. J. 


LORD & TAYLOR 
NEW YORK 


ean 88 


TIMBERTONE DECORATIVE CO., INC. 


NEW YORK 10, N. Y. 


A QUARTER CENTURY OF 


39 
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Simplicity’s Campaign on 
“MAKE IT FOR CHRISTMAS 
reaches over 25,000,000 families 


[1] Sunday, Nov. 19th. Full page in full color in THIS WEEK 
Magazine, supplement of 21 leading Sunday newspapers, reach- 
ing nearly 7,000,000 families. 


[2] Sunday, Nov. 26th. Full 4-color page in The AMERICAN 
WEEKLY, magazine supplement of 20 great Sunday news- 
papers, reaching more than 8,000,000 families. 


[3] Colorful full pages in the editorial section of GOOD 
HOUSEKEEPING magazine, reaching over 2,500,000 families. 


[4] Sunday. Nov. 19th, full page in full color in NEW YORK 
SUNDAY NEWS and the CHICAGO TRIBUNE — reaching 
nearly 3,500,000 families. 


{[S] And millions of other messages in widely read magazines 
and newspapers throughout the country. Right in the heart 
of the Christmas Season. 








Total of $4,500 in Prizes 


All stores may compete — both large and small — because duplicate 


prizes are offered for stores in cities under 100,000 population and 


. °,¢ ° e a 
stores in cities over 100,000. This makes for, fairness all around. 


ERE’S a contest in keeping with 
wartime conditions—a contest that 
will help millions of women to make 
their own Christmas gifts this year. 


Yes, a contest that will render real 
service to every customer of your store. 


This year more than ever before, mil- 
lions of women will want to make gifts 
for Christmas because of wartime 
shortages. 


To help these millions of women, 
Simplicity Patterns launches, on Sun- 
day, November 19th, a startlingly dif- 
ferent promotion on “Make it for 
Christmas” designed to reach over 


25,000,000 American families. 


And, because we know that store 
display plays a vital part in this great 
educational program, we are offering 
$4,500.00 in war bonds as prizes for 
the best window displays featuring 
Simplicity Patterns for gift making. 
(Each prize to be divided between the 
fabric buyer and display manager. ) 


We urge every display manager to 
make plans now for the creation of 
the most original fabric and pattern 
window he ever devised—a window that 
will help his customers toa better knowl- 


edge of how to make attractive Christ- 
mas gifts from Simplicity Patterns. 

We repeat—all stores may compete 
on an equal basis, since there are dupli- 
cate sets of prizes divided as follows: 


Cities Under 100,000 


First Prize $500.00 Bond 
Second Prize $250.00 Bond 
Ten separate prizes of $100 Bonds 


Cities Over 100,000 


First Prize................ $500.00 Bond 
Second Prize $250.00 Bond 
Ten separate prizes of $100 Bonds 


And a prize of a $1,000 bond for the 


best window of all. 








Each window entered in the contest 
must feature Simplicity Patterns ex- 
clusively with your fabrics, and the 
window must be built around the 
theme “Make it for Christmas.” 


Mail photograph of your window be- 
fore December 31st addressed to Win- 
dow Contest Editor, Simplicity Pattern 
Co., Inc., 200 Madison Avenue, New 
York 16, N. Y. The names of the judges 
will be announced later. In the event of 
a tie, duplicate prizes will be awarded. 


‘oeclecthy Datiorns 


NOTE: — Windows must be in sometime between Nov. 19th and Dec. 16th. 


If you require further information write Simplicity Pattern Co., 200 Madison Ave., New York 16. 
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You can count on beautiful "FACIL- 
FAB" Novelties and Flowers to add 
a smart touch to your Xmas dis- 
plays. Here are a few numbers 
from our extensive line. 





HOLLY GARLAND 
No. 451 


24 large White Holly 

leaves and 9 Red me- 

tallic Balls assembled 

’ into Garland. Overall 

size approx. 54 inches 
Packed 6 to carton. 

Each $4.95 












POINSETTIA on BAR 
No. 455 


One 17 inch Red Poinsettia, 
with Silver Ball center, and 
8 large White leaves group- 
ed on bor. Overall size ap- 
prox. 48 in. Packed 6 to 
carton........£ach $6.00 


GIFT SIGN SET-UP No. 552 
White background, air-brushed Light Blue, 
with White Snow Flakes and Green Gift Sign 
appliqued. Red House with White Snow and 
Yellow Windows set 2 inches away from back 
piece on wood stands. Approx. 15 in. x 15 in 


Packed 6 to carton ........... Each $2.50 















SOLDIER No. 555 


Red uniform with Gold 
flock trim. White gloves 
and hat. Self-standing on 
Black wood base. Approx 
26 inches high. Packed 6 
to carton . .£ach $2.50 





POINSETTIA DISPLAY STANDS No. 554 
Round White tops — with Red flocked border —set on Green 
Facil covered dow! standing on Red wood base. Red Poinsettia 
and Green Holly set in base. 8%—10%—12' inches high 
In sets of 3 only. Packed 1 set to carton. .. .Per set $7.95 


HOLLY PINECONE DROP No. 457 
Fourteen large Holly leaves and 4 frosted Pine Cones assembled 
into attractive Drop. Red or Green leaves. Overall size approx 
72 inches. Packed 12 to carton ..............foch $4.50 


ALL ITEMS ON THESE PAGES ARE MADE OF "'FACIL-FAB" 
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E WRITE FOR FREE CATALOG TODAY 


Get our new two-color Catalog showing 

































complete line which can be seen and pur- 
chased through your local Display Supplier. 
When in New York visit our showroom at 


ft? WEST 24TH SEREERS 


HOLLY-BERRIE SPRAY 
No. 458 

25 Green leaves assembled into Spray 

with 3 Red Berries centered on Holly 

clusters. Overall size approx. 42 inches. 

Packed 6 to carton ...... Each $2.75 


SMALL HOLLY- 
BERRIE VINE 
No. 460 
14 Green Holly leaves 
and 14 small Red Ber- 
ries. Overall size approx. 
36 inches. Packed 36 to 

carton. 
Per doz. $13.00 














CHRISTMAS 
WREATH No. 553 


White Wreath with two 
Red snow trimmed Can- 
dies — Yellow flames. 
Green Holly Garland at 
base, with Red flocked 
Greetings at top. Green 
Rope. Approx. 14 in. x 
14 in. Packed 5 to car- 
Wi. Each $3.00 


REINDEER SET-UP 
No. 550 


Rust body, with White flock 
and tinsel trimmings. Mount- 
ed on White stand. Green 
Christmas Tree and Cord. Set 
up on Snow embankment. 
Approx. 18 in. x 22 in. high. 
Packed 4 to carton. 

Each $3.50 





LOOSE LEAF CHRISTMAS HOLLY 

Nos. 156-180-178 
No. 178-—Large No. 180—Medium No. 156—Small 
10 in., Doz. $1.75 8in.,Doz.$1.25 512 in., Doz. $.75 
Packed 240r 10c Packed 360r 10c += Packed 72 or 10c 


pkg. chg. pkg. chg. pkg. chg. 
Available in Green, Red, and White. 





LARGE HOLLY-BERRIE VINE No. 46! 


13 Large Green Holly leaves and 8 cherry size Berries. Overall size approx. 
48 inches. Packed 24 to carton ................-05. Per doz. $22.00 


- 


ALL ITEMS ON THESE PAGES ARE MADE OF "FACIL-FAB" 
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J.A.D. News... 








What is regarded as the most significant 
undertaking of President Dave Estes’ tour 
through the Southern states was his recent 
visit to Houston, where he met with the 
officers and directors of the Southern Dis- 
play Association. This meeting was called 
for the purpose of planning a program for 
their “Educational held 
also. presented 


Conference” to be 
at Houston April. It 
additional significance in paying high honors 
to President Dave Estes. Recognition of this 
kind is proof to the world that displaymen 
are forever uniting their efforts for a big- 


next 


ger and better profession. 

Notables at the Monday 
in the Rice hotel helped set the stage for 
a most colorful 
Outstanding as an executive and a man of 
keen merchandise presenta- 
tion, Guy Malloy, president of the Southern 
Display Association and display director for 
Neiman- Marcus, Dallas, was the man of the 
hour. Sharing the spotlight was Presiding 
Officer Eddie Rose, president of the Hous- 
ton Display Club. Also in attendance were 
Mrs. Lolita Staines from Vandever’s, Tulsa; 
Robert Findlay, Maison Blanche, New Or- 
leans; Ted Solomon, A. Harris, Dallas, 
members of the Houston Display Club and 
a host of Houston's highly recognized cum- 


evening dinner 


session. 


interesting and 


knowledge of 


mercial, industrial and civic leaders. 
M. A. 


education at the 


Bronsing, supervisor of distributive 
University of Texas, the 
\ssociated Retail Mer- 
manager of the 
Houston Chamber of Commerce were a few 


manager of the 
chants and the assistant 
of the outstanding guest speakers. 

Harmony and cooperation between the 
Southern Display Association and the I. A. D. 
was further evidenced when Guy Malloy, 
president of the S. D. A., invited President 
A. D. take part in their 
educational program in April. Appreciative 
of this honor upon the 
Oe Se ie appointed First 
Vice-President Joseph Apolinsky as chair- 
man of the I. A. D. program for this meet- 
ing and immediately instructed him to start 
working on an eventful affair. 


Estes to have the I. 
being bestowed 


President Estes 


Eddie Rose 
was made chairman of arrangements for the 
April conference and in accepting this as- 
signment Rose, we are sure, will arrange a 
banner program. Top-notch display directors 
from California, New 
Orleans, Alabama and many other Southern 


Texas, Oklahoma, 
states and cities were represented and will 
lend their support to this, their first and 
biggest display undertaking. 

President Estes’ visit was a notable one 
in many First, it expressed the 
profound appreciation of the displaymen of 
the South for the I. A. D.’s effort to publi- 
cize the value of local clubs in their respec- 
tive cities. Further, it signified that it 
sounded the strength of the I. A. D. as no 
single issue ever tested it before. 
tory achieved by 


respects. 


The vic- 
Estes in his 
displaymen and 


President 


sincere desire to. enlist 





By CH AE = 


Publicity Director 


displadies into the I. A. D. is without paral- 
lel and it eloquently of the 
potentialities of the display profession. 
That good old Southern hospitality was 
exhibited by the Houston boys when Presi- 
dent time. 
Hats off to Jack Ralston, display director 
for Levy Brothers; R. L. Paxton, display 
director, Schudde Brothers; John Sorenson, 
Battlestein’s, and Gus 
director for Sakowitz 
who made up 


speaks 


also 


Estes was shown the grandest 


director for 
display 
many 


display 
Burghardt, 
Brothers, and 
this welcome party. 

Another important 
that President 


others 


point in this trip is 
Estes has officially 
ated himself with two important elements 
of the profession and has_ placed 
himself in an important capacity, a part of 
the industry itself. 

He has taken a commanding 
been given him because of his 


associ- 


display 


position, 
which has 
clean record as a man and fine ability. We 
believe he will find in the rank and file of 
industry in all its branches a 
cordial and enthusiastic support for any 
and all policies, acts and plans which have 
for their purpose the advancement and up- 
building of the I. A. D. in good morals, in 
good taste, in a higher intelligence and in 
the improvement of display as a medium of 
retail selling. 

To have this confidence justified so early 


the display 


is a source of profound satisfaction, for it 
has already resulted in the forming of the 
Memphis Display Club, the Birmingham 
club, the Atlanta club, the Pacific club and 
many others now in the form otf reorganiza- 
tion. The kickoff for this membership drive 
which started with a letter to each officer 
and director to enlist twenty-five or more 
members is bringing a flood of mail to the 
director's offering 
ance and pledging their support for this fine 
movement. It is, we believe, the beginning 
of a membership increase. If 
twenty-five I. A. D. display clubs can send 
in twenty-five members each this would 
swell our roster to 625 additional members. 
A very neat figure. 


managing office assist- 


successful 


Letters from George Westerman, display 
Commonwealth-Southern Cor- 
poration, Jackson, Mich., a past president of 
the I. A. D.; Robert Findlay; Frank White- 
lam, display director for R. H. Fyfe & Co., 
Detroit, and Guy Malloy all offer their sup- 
por and cooperation for any I. A. D. activity. 


director for 


To turther assist and stimulate additional 
interest in the I. A. D. membership drive, 
President FE. A. Osterland of the Cleveland 
Display Club's offer of a $25 War Bond for 
the first display club enlisting the largest 
number of new members or renewals into 
the I. A. D. has stimulated keen interest. 
From the many letters Osterland is receiv- 
ing, it looks as if a race is on by several 
clubs to win that $25 War Bond. 


Board Member C. H. Fadem, Cleveland, 
on September 20 mailed Managing Director 
Roland Spies a check for $80 covering dues 
This is just the 

new members 


for sixteen new members. 
beginning. Another fifteen 
are being recorded and just as soon as all 
the applications are in another check for 
$75 will be mailed to Roland Spies. Keep 
your eyes on the Cleveland Display Club. 
They always come through. 


Because of certain commitments and an 
obligation due the Southern Display Asso- 
ciation, Joseph Bronsing has resigned his 
post as chairman of the board of the I. A. D. 
Bronsing is vice-president of the Southern 
Display Association. In his heart he is still 
one of us and desires to go on record as a 
stand-by to carry on any assignment given 
him. We will miss his affiliation. 

So enthused was President Estes over the 
Cleveland Display Club’s offer of a $25 War 
3ond to help spearhead the membership 
drive, that he made copies of President Os- 
terland’s telegram and mailed one to every 
officer and director of the I. A. D. 

The Cleveland Display Club Ladies’ Aux 
iliary are making plans to reorganize and 
get ready for some big things that are in 
the making. They are getting ready to help 
meet the change-over from war to victor) 
and also to be able to back up a very im- 
portant announcement soon to be made that 
will be signaled throughout the nation. 

Robert Findlay, a former board member 
of the I. A. D. and now one of the South- 
ern Display <Association’s directors, at the 
S. D. A. meeting at Houston thrilled his 
audience with a most gratifying talk. It was 
constructive, it touched on the fundamental 
principles of display and in some paragraphs 
he spoke out his heart. While his talk was 
along the factual side, it was at the same 
time packed with human interest, food for 
thought and a definite reason why display 
must live with retail management. So in- 
teresting was his address that we take pride 
in asking you to read it in the following 
paragraphs : 

“On February 14 of this year, 110 South- 
ern display people met in Dallas to organ- 
ize the Southern Display Association. 

“Organizations are not new to retail man- 
agement; however, I would like at this time 
to dispel any possible alarm at this particu- 
lar organization. To be sure, we all realize 
that the closest the display profession has 
ever come to job insurance has been the dis- 
playman’s realization that if he worked on 
Thanksgiving day installing the — store's 
Christmas trim, his chances were prett) 
good of remaining on the job until Christ- 
mas day, when he took the darn thing down. 

‘This evening, we of the display profes- 

[Continued on page 68] 
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| Another Application 
> proving the Durability of Douglas Fir Plywood 
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elp enough and durable enough for railroad durability really count. 
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ry freight car construction—then that ma- Architects and builders, of course, have 
m- terial must have what it takes! utilized Douglas fir plywood for years— 
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, : not only because of its rugged quality, but 
Here again, Douglas fir plywood has been because it enables them to build more 
put to the test—and passed with flying attractive structures of every kind 
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TAKES PARTICULAR PRIDE IN 


SPONSORING 


The 5c & 10c & VARIETY STORES 





DIVISION OF THE 


6h WAR LOA 
NATIONAL DISPLAY CONTEST 


PRIZES IN THIS DIVISION 


$10,500 


*MATURITY VALUE 


You compete only with your same type of store and have an 
equal chance to win from $25 to $1,000 in War Bonds. 
You can render a great patriotic service, and at the same 
time compete for the substantial War Bond prizes. 


FOR COMPLETE CONTEST INFORMA- 
TION SEE FOUR-PAGE COLORED INSERT 
IN THIS ISSUE OF DISPLAY WORLD 


|CLOPAY CORPORATION . CINCINNATI 14, OHIO 
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By De SAULT OARS RE 











The displayman who is looking for something novel and practical will find the lattice 


pedestal well worth experimentation. Its possibilities are suggested by the sketches. 


Se \ 
| \ 
| 
sg 

\ 
a SS 
—This shows the basic ? | — = 
idea of the pedestal. It ee (ESTE! 
is a square with all sides ers Ni 9 
in open lattice work. It | — II 
can be of any size, any A a= 
number of openings— wa ub 
—_ | 





—Display poles are easily added; they 

can be placed at any angle or ar- 

ranged horizontally. The lattice squares, 

incidentally, suggest a number of 

ideas for novel displays of such mate- 
rials as fabrics— 












c 
| —Two lattice pedestals are used 
= f with poles to make a display fix- 
ture on which to drape sweaters, 
I blouses, yard goods, laces, and 
= the like. Your own ingenuity will 
‘a ) suggest many more ways in which 
a ee such units can be employed— 
_ J l | | l : see . 
—The next step involving the lat- ; =’ Ko H | a 
tice pedestal is to use it with Ain II 
wallboard plaques of any shape : RK 
and with display poles. Here ~|/_ > 
the plaques are circular in form < JA ™ ie 
and function as back panel, shelf, e 
and as an enclosed display panel— —Boards, too, can be used on and 








in the pedestal. In the drawing 
is shown a wide board on top of 
the box, while narrow boards are 
used in various ways inside the 
lattice. A display pole and other 
boards are used as shelving at the 
rear— 
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All Displays for the Sixth War Loan Are Expected to Feature the $100 E War Bond 


Want crowd-stopping displays for that big Sixth War Loan Drive which 
starts on November 20 and continues until December 16? Then use 













» E I CA a these BIG, fac-simile blowups of Bonds and Stamps. They always give a 
* @ > dramatic touch to a display that can be obtained in no other way. 
' a (Reproduction rights granted exclusively to Silvestri by the U. S. Treasury 
\ P Department.) 
i Pe 4 FAC-SIMILE BONDS 
Us ( IN $100 AND $25 DENOMINATIONS 
yi When Ordering, Specify Which You Want 
m ( GIANT BOND, 24” x 44”. Price, each.......... $2.50 
fh 4 MEDIUM BOND, 17” x 30”. Price, each......... $1.00 
bl TE. “4 SMALL BOND, 12” x 22”. Price, each........... $0.50 
{ 
t 
| ’ q FAC-SIMILE WAR STAMPS 
we or et SAVI | ‘ a. FI nbc vs eke ea eave senses $1.50 








ORDER NOW!—We are in position to make immediate shipment in 
spite of the heavy demand. Order a sufficient quantity to enable you 


The sheer size of these giant reproductions makes 
them a most impressive aid in the sale of Bonds : 7 ‘ 
and Stamps. Use them over and over. to use them liberally in all your War Bond Displays. 


Silvestri Art Manufacturing Co. 


710 W. WASHINGTON BLVD. CHICAGO 6 
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A Plan Is Offered To Aid 
Returning Servicemen 

There has been a great deal of talk about 
helping the returning serviceman who is in- 
terested in establishing his own small busi- 
ness, and it is a pleasure to note that a very 
constructive plan has just been released for 
publication by a firm some of whose prod- 
sold to the display field. The 
company is the United States Plywood Cor- 
poration, with offices in New York City. 
An explanation of the plan follows, written 
Ottinger, president of the 


ucts are 


by Lawrence 
company : 


“Some day in the near future, the war 
will be over and millions of men now in 
our armed forces will return. To absorb 


this mass of men into our giving 


them the opportunity to earn livelihoods un- 


economy, 


der our system of free enterprise is a chal- 
lenge which must be met. 

“Many of these men will require direct 
financial assistance. A very large number 


will be young men who have had neither the 
experience of employment nor opportunity 
for education. 

“A very considerable 
men who have 


percentage will be 


had some prior experience in 


various fields of endeavor. These men, as 
well as those proprietors of small enter- 
prises who have closed their businesses to 


help production on the home front, must be 
helped to help themselves. It is those in 
this last whom this plan has 
been devised. 
“The first thing 
dier or the dislocated 


category for 


which the 
small 


returning sol- 
merchant re- 


quires is credit. Since it is assumed that 
he will have little or no means at his dis- 
posal, he can not present a financial state- 


and therefore he can not obtain bank 
For the 


ment, 


accomm« dat iC yn. Same reason, he 
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can not obtain a line of credit for the pur- 
chase of merchandise or the funds necessary 
to pay labor. 

“Here is the plan: If 
that he is of good character, 
can command some skill in the use of our 
products, he may seek contracts from ap- 
proved customers. We will then provide him 
with the merchandise and, if necessary, the 
needed to meet his payroll. The 

involved and the number of 
take depend upon our judg- 
ment of his ability and the soundness of 
his projects. To help him and insure our- 
selves we will lend him, without charge, the 
help and advice of our staff architects and 
engineers. 

“Thus, he will have the materials with 
which to work, the money to pay his labor 
and an assurance that he will come out with 
a profit if the project is handled efficiently. 
a contract has been secured the cus- 
tomer makes payments direct to the con- 
tractor as the work progresses, and we 
estimate that portion of each payment which 
must be returned to us to cover the mate- 
rials supplied and the money advanced. 

“The contractor acts as our agent in col- 
lecting such sums, having signed an agree- 
ment. To avoid embarrassment to the con- 
tractor we do not reveal the assignment to 
his customer, as it might interfere with his 
ability to get work in substantial volume, 
but we have the instrument signed in dupli- 
in case of 


a man satisfies us 
possesses or 


money 
amounts to be 


jobs he may 


Once 


cate for service necessity. 
“There is some question of the legal 
validity of such assignments if not imme- 


diately presented to the customer, especially 
houses stipulate that no 
assignments may be made, but that is a 
chance which we are willing to take. We 
know that the percentage of those who will 
violate this type of agreement under all the 
surrounding circumstances will be small. 


as some business 


“Of course, the plan is not solely for build- 
ing contractors. It is for anybody who has 
some skill in the our materials or 
who can command such skill. A returning 
soldier may come back and know somebody 
who is going to build If he him- 
self knows enough about it to do the job, 
he is in business. The main thing is the 
returning soldier has no money so he can't 
go to a bank, turn over a financial state- 
ment and obtain a loan. The bank, han- 
dling other people’s money, can’t go ahead 
on such a project plan because there is no 
bank who knows enough about 
How- 


use of 


store. 


one in the 
the technique of the materials used. 
a man in the building materials field, 


ever, 
such as the ‘Celotex’ people who have things 
which people can normally use, can judge 


the job, the man, his ability to use the ma- 

terials or his ability to get a few men who 

know how to use the material and to operate 
business. 

“The projects that have actually come up 
extent have been 
through ac- 
department store like 
any of the numerous 
others. want to put up new 
shelves to the extent of, say, $5,000 to $10,- 
000 or do more extensive alterations. The 
store’s confidence in the ability of the man 
to do his work and his concept of how it is 
to be done determine whether he can get 


with us to the 
men who 
quaintance with a 
Macy, Gimbels or 


greatest 


from have an ‘in’ 


These stores 
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the job. Either he has got to have the 
money or assure them he can get the money 
to do the job. This man we can help. : 

“As an example, a fellow bidding on the 
Hotchkiss Memorial job at Yale university, 


which only amounted to $8,000, put in his 
bid, the figures were right, but the contrac- 


tor looked into his financial condition and 
said they couldn’t give him the job because 
there was no responsibility. So we went 
over to see the contractor and told him that 
we would supply the material and advance 
the money necessary to do the job. He got 
the job, made a profit and is in business 
again. You can see that basically this thing 
is sound from all angles. 

“While this ‘Project Credit Plan’ has 
never been publicized by our corporation, 
we had it in effect for some time after the 
depression of the 1930s when we found many 
of our smaller accounts unable to function. 
We found that the plan operated effectively. 

“We were able to rehabilitate a large num- 
ber of small business firms and individuals, 
and only in one case did we lose a substan- 
tial sum of money. In this one case, the 
contractor allowed the insurance of his plant 
to lapse, and it was totally destroyed by 
fire. Therefore, in future operation of the 
plan we saw that the proper insurance was 
in force where plant or equipment was in- 
volved. 

“Properly handled ‘Project Credit’ will 
not only effectively help the returning 
servicemen and small business casualties to 
reestablish themselves, but it is sound pro- 


cedure which can be expected to yield 
profit. 
“We believe it can be a major factor of 


great importance if adopted by a sufficient 
number of organizations in various fields of 
endeavor. It functioned satisfactorily dur- 
ing the depression, and there is every rea- 
son to believe that it can be made to work 
more effectively under probable postwar 
conditions.” 


Sellers & Sons Appoints 
Display Assistant 
The appointment of C. B. Smith as assist- 
ant display and advertising manager has 
been announced by B. A. Sellers & Sons, 
Burlington, N. C. Smith was formerly with 
The Boston Store, Pawtucket, R. I.; Frank 
Jelleff, Inc., Washington, and more re- 
cently was with Fairchild Aircraft. Sellers’ 
display and advertising manager is J. A 
Clark. 


Pool To Travel 


For Jacobs 

Noel E. Pool has joined the display firm of 
B. A. Jacobs Company, Los Angeles, 
will represent the company in the intef- 


mountain area. Pool was formerly in charge 


. display for Arthur Frank Company, Salt SIXT 


Lake City. 


— 





——— 





Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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TO MAKE YOUR 


CHRISTMAS DISPLAY PERFECT 


. H.M. Stars, 3-Dimensional—Per 100— 
3%" 4%" 6” 8” It” 22° 
Foil $l} $12 $14 $18 $25 $ 80 
Tinsel or Frosted .$17 $19 $24 $32 $43 $120 
. St. Nick—Paper Sculpture on Red, Green or 
Gold Stars—Per Dozen— 
i”. .... $21.60 aa $43.20 
. Holy Star on Paper Sculptured Wreath, 22” 
diameter— 
$3.75 .. per Piece $42.00 per Doren 
. Holly Leaves, 3-Dimensional—Per 100 Pieces— 
13” 17” 
Foil ... re ee $24.00 
Facil ts ; .. $28.00 $38.00 
Christmas Tree, 3-Dimensional, Paper Sculp- 
tured, 26” high, Tinseled—Per Dozen— 
With Wooden Stand $33.50 
Without Stand . : $29.50 
Cut-out Christmas Tree, Set of 4—Largest Size 
20” high—Per Dozen Se 
Foil : ‘ ie $6.50 
Tinsel or Frosted : .. $8.00 
. Cut-out Star, Set of 3—Largest Size 21°— 
Per Dozen Sets— 
Foil $8.00 


Tinsel or Frosted BO ea ae $8.50 
8, Tulip Shadow Box—{314"x1314"—Per Dozen— 

Without Easel covers ieee Me 

With Easel , _.. .$10,00 
9A-9B. Snowflakes, Heavy Cardboard, Tinseled or 

Frosted—Per 100 Pieces— 

+ i g 10” 15” 

$9.50 $13.50 $18.50 $28.00 $42.00 
10, Frame Ornament, Heavy Cardboard—Per 100 

Pieces— 

Picin White Tinseled or Frosted 

Corner 1314"x1314" $34.00 58.00 

Extension 5”x27” $32.00 $54.00 
11-12, Lace Ornaments, Candle and Bell Design, 

_ 13%"x13%"—Tinseled or Frosted— 

Per 100 Pieces : : $45.00 
\4. Frame Ornament, Heavy Cardboard—Per 100 

Pieces— 

Plain White Tinseled or Frosted 

Corner 13%"x13%" $18.00 $29.00 

Extension 3°x13%". $ 9.00 $16.00 
foil: Silver, Gold, Red, Green, Blue, Magenta. 
Tinsel: Silver, Gold. 


Frosted: White, Azure, Lt. Green, Pink, Magenta, 


Red, Royal. ' 
Facil: White, Red, Green, Royal, Gold. 


DO YOUR 


PART IN THE 
COMING 


IXTH WAR LOAN 


DRIVE 


INLIST YOUR WINDOW 
DISPLAYS IN THE 
DISPLAY CONTEST 


ALLIED DISPLAY MATERIALS, INC., NEW YORK 16 


65 MADISON AVENUE 
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You Can Order DISPLAYETTE KITS Today! 
Dramatic New Product of Post-War Planning 
Simplifies Card-Display Work 


These handy, portable Kits, designed in co-operation 
with leading Display Directors, are available now! 


KIT No. A-316 contains: 


24 No. 1 Scroll Displayettes 

24 Nos. 18X & 19X Easel Displayettes 

24 Nos. 20 & 21 Merchandise Displayettes 

24 Nos. 27 & 28 Show Case Displayettes 

24 No. 90114 Enco Shoe Clips 

24 No. DD'% Enco Shelf Clips 

24 No. DDX'% Enco Bin Clips 

24 No. 109 T-Bar Displayettes 

24 No. ENCO', Table Displayettes 

50 No. 3X “Up-Right” King Pins 

50 No. 9 “Hook-It’’ King Pins 
Kits measure 7'% x 10 x 4 inches, have two par- } ; 
titioned sections, removable tray, durable blue ; S B 287, 316 PIECE SET 


covering and contain 316 sparkling, non-priority $21 Ete) 
metal King Pins and Displayettes, illustrated below: ° 





| 
| 
| 































































| 





Kit No. 316 


| 
| 
| 
| 





No. 1 DISPLAYETTE No. 19X DISPLAYETTE No. 28 DISPLAYETTE 
ye is just the holder for little Very popular holder for greeting Splendid sign holder for display 
"x 1" cards you probably use cards and interior floor signs (up cases. Easel slips under mer- 
in glove and jewelry show cases. to 7” x 5” cards). 94" x 154" high. chandise. (34° x %&%" high x 2” 
(%%"" x 14".) Per 100, $6.50. Per 100, $8.00. long.) Per 100, $7.00. 





No. 9011, ENCO SHOE CLIP No. DD! ENCO GLASS SHELF CLIP No. DDX!. ENCO BIN CLIP 
Clever, new easy way to display Use this favorite to suspend or Here is a dandy holder for erect- 
prices on men’s and women’s. erect cards on outer shelf edges. ing cards at front or back of 
shoes. (4° wide x 1%" long.) (1° wide x 1%" long.) Per glass bins. (4% x %.) Per 
Per 100, $5.75. 100, $7.00. 100, $6.50. 





No. 109 DISPLAYETTE No. ENCO!, DISPLAYETTE No. 20 DISPLAYETTE 
This versatile holder will hang You'll think of 1,000 ways to ; ici : : 
your cards over T-Bar displayers. display signs on level surfaces Oo Sane caper for displaying 
(44 wide x 2%” long.) Per with this handy holder. (14 wide Costume jewelry, compacts, etc. 
100, $7.50. x 1” long.) Per 100, $5.50. (34 v 14" x 2”.) Per 100, $8.00 


KING PINS No. 3X—"’Up-Right”’ King Pin is an “all-purpose’’ holder for 
re 2 a pricing “plaque” set-ups. Pins into display mounts or 
Up-Right floor. You can make little easels by bending pin and 
use in show case display. ('4” width.) $3 00 

Box of 100 : : . 


No. 9—*'Hook-It,”” at right, is ‘‘Bull-Dog’’ grip special for 
hooking tickets on men’s and women’s apparel. Very neat 


and easy to use. (!4” width.) $ 
Box of 100 oe 3.50 
Have what you need when you need it 
—in a Displayette Kit! 





DISTRIBUTORS 

EAST Midwest Mannequin Displays 
Hanick’s Display Center 53? North pti sii Kesl Display Service Walter W. Martin 
SW, (orth Locust Ste: src cias 2 Ain 920 Walnut St 1646 Arapahoe St 
Philadelphia, Penna = Des Moines, lowa Denver. Colo 
Wi > Craft Display Service Fryman Display Equipment SOUTHWEST 
x uth State St Keith Theatre Building Retailers Supply Service 
Syracuse, N. ¥ Dayton 2. Ohio P. O. Box 141 WEST 


MIDWES1 Oklahoma City, Okla 


National Clothier Garrison-Wagner (C¢ Fox Display Service C. Barrango & C« 
803 Merchandise Mart 1627 Locust St 408 Dolorosa 579 Market St. 
Chicago 1, Ill St. Louis, Mo San Antonio, Texas San Francisco, Calif 






Metal “Displays (0. of Chicago 


30 N. LA SALLE STREET * CHICAGO, ILLINOIS 
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| George Wagner Wins 
| Scholl Contest 

First prize of a $500 War Bond in the 
larger city division of the Scholl Manufac- 
turing Company's national display contest 
has been awarded to George H. Wagner, 
J. L. Brandeis & Co., Omaha. In the same 
division, prizes of $250, $150, $100, $75 and 
$50 were won, respectively, by the follow- 
ing; the names of displaymen winners for 
some stores were not available at press 
time. Skeels’, Sacramento; Joe McCann, S. 
Kann Sons’ Company, Washington; J. C. 
Penney Company, Oakland; Sears, Roebuck 
& Co., Milwaukee, and Bohl & Maeser, Ap- 
pleton, Wis. The following won $25 Bonds: 
The Home Store, Chicago; Rathman’s, Bell- 
ingham, Wash.; Sears, Roebuck & Co. 
Houston; Golden Rule, St. Paul; Sibley, 
Lindsay & Curr, Rochester; Pomeroy’s, 
Reading, Pa.; G. Fox, Hartford, and Schenk- 
Huegel Company, Madison. 

For the smaller stores division the prizes 
were awarded in this order: Ruesch Shoe 
Store, Watertown, Wis.; C. C. Anderson 
Company, Logan, Utah; Higgins Shoe Store, 
Malden, Mass.; Vogel's Shoe Store, Upper 
Sandusky, Ohio; Passmore Shoe Store, 
Saulte Ste. Marie, Mich.; Charles W. Garr, 
Camden, Ark.; Fred Wolf, Herberger’s, 
Hibbing, Minn.: A. Froney & Co., Bowling 
Green, Ohio; King Brothers, El Dorado 
Springs, Mo.; C. R. Christensen’s, Bremer- 
ton, Wash.; Progressive Shoe Store, Lock- 
port, N. Y.; Lothrops-Farnham Company, 
Dover, N. H.; Herzberg’s Shoe Fixing, Kis- 
simmee, Fla., and Moffo Shoe Shop, Bristol, 
Pennsylvania. 


Williams Addresses 
Advertising Clubs 


“Visual Education and Its Relation to 
Postwar Displays” was the subject of How- 
ard Williams, executive vice-president, Bur- 
ton-Rodgers, Inc., Co-Operative Displays 
Division, Cincinnati, in a talk before a 
joint meeting of the Advertisers’ Club and 
the Industrial Advertisers’ Club, Cincinnati, 
on October 4. Williams’ discussion was 
supported by an exhibit of many types of 
visual training aids his company has made 
for the U. S. Army and Navy Air Forces, 
and the showing of a special example or 
specimen of a display adapted to industrial 
advertising and merchandising, employing 
the technique so effectively used by the 
armed forces in the education of personnel 
His subject was interestingly presented in 
a microphone quiz arrangement, with the 
assistance of an announcer from WKRC. 

Williams pointed out that the display pro 
fession had made many noteworthy accom- 
plishments, but that application of the new 
technique of visual education to advertising 
and merchandising displays will involve a 
scientific, as well as art, treatment for the 
many new articles that will be presented 
to the public after the war. 


Chicago Display Firm 
Buys Building 

The seven-story building at 521 South 
Wabash avenue, Chicago, has been pul- 
chased by The Adler-Jones Company. The 
firm has occupied three floors of the build- 
ing for some years and will add_ still an 
other floor early in 1945. 
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Let's pin the Axis down for GOOD. You of the dis- 
play profession did a magnificent job in the 5th 
Drive. U. S. Officers from the top down recognize 
your powerful contribution. Make your store windows 


ner- 
ock- 
any, 
Kis- 
stol, 
"Speak" again. You can help give the Knock-Out 
punch, and your window might at the same time be 


judged a winner in America's greatest window contest. 


Think of it! Ouer 


|$115,000 


You know the details. Every store is | a - Rg { 7 x 4 
ot classified. Every store has a chance. 
com- ... We, of the N. A. D. |., are proud to be a contributing part of this great demon- 


new 

ising stration of unity of purpose. If there is anything we can do to help you, we will bend 
lve a 
r_ the 
ented let us know. 


n to 
low- 
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over backwards to give you every cooperation to get your entry in on time. Just 


PROGRESSIVE 


“| NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


build- 


| an- 





MERCHANDISE 
PRESENTATION 











NOW IN STOCK! 





Heavy No. 800 Cellophane 


DRESS COVERS 


Large Size—8 inches by 21 inches 


°11.50 per hundred 


Order now while supply lasts 


NATIONAL HANGER CO., INC. 


545 Eighth Avenue, New York, N. Y. 














ATTENTION! 


OHIO, INDIANA and 
KENTUCKY 


DISPLAYMEN 


19 LINES of 
FALL & CHRISTMAS 
MATERIALS and DISPLAYS 


from which to choose 


* 


Phone, wire, or write for catalogues 
or for personal call 


LEROY W. FRYMAN 


Window Displays & Equipment 
KEITH BLDG. DAYTON 2, O. Fu-4202 


—— 














wE™ 
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Largest and most complete stock 
of Display Materials carried in the 


NORTHWEST 


MANNEQUINS @ RACKS @ HANGERS 


ARTIFICIAL FLOWERS @ GRASS MATS 
BACKGROUND PANELS @ LUCITE 
FIXTURES @ STAPLES @ FACIL FAB 
@ DECORATIVE PAPERS 
SEND 


FLAGS 


FOR CATALOG 





1417 FOURTH AVENUE, SEATTLE 1, WASH. 
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'‘Mannequins" Used 
As Wasp Doubles 


So that Wasps can more safely go about 
their work for the Army Air Forces, experi- 
ments are being made with plastic “manne- 
quins” constructed to the average Wasp 
measurement. The figures are produced of 
“Plastacele,”’ a product of E. I. du Pont de 
Nemours & Co., and were originally sculp- 
tured by G. W. Borkland, president of the 
General Elastic Corporation, Chicago. The 
figures are sectionally made, and natural ad- 
justment of body joints are made possible 
with the use of elastic “tendons.” 

As for sizes, three types are used. 
first feet 4.9 inches high; bust, 
inches; thigh, 38.1 inches. The second is 5 
feet 24% inches in height; bust, 34.4 inches, 
and thigh, 37.4 inches. 5 


The 


* ae 
is 3 JO 


The third type is 5 
feet 9 inches in height, has a bust of 35.8 
inches, and a thigh of 38 inches. 





NRDGA Ready To Form 
Display Division 

Well-substantiated reports are making the 
rounds of New York City to the effect that 
the National Retail Dry Goods Association 
has decided to establish a display division. 
Plans are said to be under way for a com- 
management-display meeting to be 
held December 9-10 in the theatre of the 
Barbizon Plaza, New York City, and that 
a campaign will be started soon to see that 


bined 


the meeting is well attended by representa- 
tives of both groups. 

The report further has it that the new 
display division will have its own directors 
and will be completely independent of the 
Sales Promotion Division or any other sec- 


NRDGA. 


tion of the 


Displaymen Contribute 
To Television Magazine 

Several retail displaymen are listed by 
The Televiser, New York City, as having 
agreed to contribute articles for future is- 
sues, according to Irwin A. Shane, publisher. 
Among them are Leigh Allen, display direc- 


tor, R. H. Macy & Co., New York City, 
and T. A. Solomon, display director, A. 
Harris & Co., Dallas. 





Advertising-Display Course 
Goes To Thirty-Three Cities 

Thirty-three cities throughout the country 
are currently receiving the full new “Retail 
Advertising Course” developed by the Na- 
tional Retail Dry Goods Association through 
its Sales Promotion Division, while several 
other have their 
enroll and will soon receive the course ma- 
terial, combines lectures with slide 
films. 

The purpose back of this training course, 
the association points out, “was the realiza- 
that had to 
employ inexperienced and uninformed staff 
personnel in their advertising departments.” 
They have had no means of teaching these 
people the “fundamentals of advertising.” 

The book is divided into three sections— 
the first Procedure” 
in nine chapters, and the second and _ third 
having to do, respectively, with “Display” 
“Radio 


cities signified desire to 


which 


tion innumerable stores have 


covering “Newspaper 


Procedure” — each covering 


and 
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eleven chapters. The aim and purpose is to 
furnish a basic knowledge of production in 
a contemplated advertisement and what be- 
ginners should know about display and fun- 
damental radio facts. 

In most cities the course will be offered 
by advertising clubs, but it is available to 
chambers of commerce or retail associations, 
but must be jointly sponsored through com- 
mittee representation of a department store, 
a newspaper and a radio station. 

While the length of the course is planned 
for a six-week period, this and the question 
of local registration fees will be determined 
by each individual city. The minimum cost 
to the sponsoring city runs from $50 to $200, 
depending on the population of the city en- 
rolled. 

Cooperating with the NRDGA in the prep- 
aration of the course were the Newspaper 
Advertising Executives’ Association and the 
National Association of Broadcasters. 





Supplementary 


OPPORTUNITY 
‘> EXCHANGE « 


(Also see page 82) 








ARTIST 


Layout and idea artist capable at direct 
mail or display design for top-flight me- 
Exceptional 
Mov- 


dium sized fashion studio. 


postwar opportunities. Good pay. 


Apply 


ing expenses. 


DISPLAY CORPORATION 


357 East Erie 
Milwaukee 2, Wisconsin 








AVAILABLE—DISPLAY MANAGER 


The writer knows an outstanding display man 
ager who wishes to make a connection with a 
good store, preferably in the Northeast or New 
England states. This man has an excellent re¢ 
ord with several well-known retail firms. His 
work is justly regarded as far above the average 
in every way. He has an enviable position with 
his present firm, with which he has been for 
several years, but excellent personal reasons 
are responsible for his desire to locate in the 
region mentioned above. He is young enough 
to have plenty of enthusiasm and drive, yet old 
enough to have mature, experienced judgment 
A letter to the address below will be forwarded 
to him promptly. 


Address “S. L.” 
Care DISPLAY WORLD 








WANTED 
Experienced window trimmer and show 
card writer. Will pay interesting salar 
Write— 
GRABER’S STORES 











Paragould, Arkansas 
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PAPIER MACHE 
DEER HEAD 
No. PM-12—All white 
stucco finish papier mache 
deer head. Size 18 in. 
high, 15 in. wide, 10 in. 


deep. F. O. B. 
falcens. Each $11.95 





DISPLAY WORLD 


PAPIER MACHE FAWN 
No. PM-13—All white pa- 
pier mache fawn. Size 26 in. 
high, 15 in. wide. Can also 
be had in the following col- 
ors: Tan with brown spots, 
light blue with dark blue 
spots, pink with red spots, 
light green with dark green 


Each $7.50 





SANTA DISPLAYER HEAD 
No. PM-6—Third dimensional Santa head of papier 


mache, 13 in. high, 15 in. 


wide with 


beard base. Flat displayer top is 6 in. 
be had all white or red face and white 


beard. F, O, B, Chicago. 


WHATEVER YOUR CHRISTMAS DISPLAY NEEDS--- 


Exclusive papier mache, paper sculpture, exclusive flower or set pieces and units, background papers, flooring papers or 


Each 


PAPIER MACHE CANDLE 
UNIT 





CLUSTER 


No. PM-7 Half round PM-8—Bells 8 in 
candle 22 in. high by 22 in. 3 i ; 
May be had in all or bells white 
or white candle with ribbon in red, blue or green. 
colored in red, blue Overall size 26 in. 


or green. F. O. B. <4 17 in. wide. F.O. B 
Each $8.50 


Chicago. Each 


PAPIER MACHE BELL 


May be had 





PAPIER MACHE SCROLLS 
No. PM-9—Corner Scroll. Size 14% in. 
long by 5'4 in. tapering to 3% in. wide. 
Per pair (1 each left and 
right) 


No. PM-10—Medium Size Scroll. Size 12 
in. long by 3% in. tapering to 2 in. wide. 


Per pair (1 each left and $2 75 


right) 


No. PM-11—Small Size Scroll. Size 9 in. 
long by 3 in. tapering to 2% in. wide. 


Per pair (1 each left and $2 25 
* 





other special promotional material—Consult Garrison-Wagner through 
|—Our 72-page Christmas Catalog No. 182. 
2—Our 32-page Swatch Supplement No. 183. 
3—Our Chicago showrooms at 20 East Congress (between Wabash 
and State). 
4—Our St. Louis showrooms at 1627 Locust Street (eighth floor). 


5—Or any of our eight salesmen. 
Thousands of display items of every kind and description for Christmas—the largest stock of decorative papers in America. 


GARRISON-WAGNER COMPANY 


1627 Locust, St. Louis 3, Mo.—Salesrooms, 8th Floor—Phone: CHestnut 9010 


20 East Congress St., Chicago 5, Ill—Between State and Wabash Sts. (Ground Floor}—Phone: WAbash 7081 
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% TRADE MARK REG. U.S. PAT. OFFICE 


... velvety is truly the word for Eaton 
Grass Mats. Their smooth trimmed 
foliage, richly green, gives a quality 
background to almost any aype of 
merchandise—catches customers’ at- 
tention — pays off in sales. Eaton 
Grass Mats are constructed of the 
finest materials — fire-proofed, mil- 
dew-proofed. Can be used many, 
many times. Ask your display job- 


ber — or write: 


Eaton Brothers Corp. 


HAMBURG, N. Y. 


EATON Grass Mats 








Send for the 


“In 1891 


SAIR BRUSH 


CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 








Latest Style WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., New Youn City 


Telephone Chelsea 3-834] 
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Hats off to Sol Kamensky’s “Display ... 
The Hard Way.” I voted for his displays at 
Cincinnati (Sales Promotion Clinic of the 
National Retail Dry Association) 
and another ballot for his article. 
DISPLAY WORLD to 
carry more down-to-earth articles like this, 
they originate from 
smaller cities. — Russell T. 
St. Cloud, Minn. 


Goods 
here's 
Here is a cue for 


larger or 
Fandel's, 


whether 


Roe, 


check to year's sub- 
scription to your wonderful magazine, DIS- 
PLAY WORLD, which I have just seen by 
accident. 


I enclose cover a 


I should be very much obliged it 
you let me have the last number in Miami, 
Pan-American Airways, as I am 
there today on my way to 
Colombia and should like to see this number 
slowly before I leave the States. —C. A. 
Sardi, Fabrica de Calzado Cali, 
Republic of Colombia, S. A. 


care of 
leaving for 


Pacifico, 


your Fifth War 
included twelve dis- 
plays from American Gas Association mem- 
ber companies. 


The list of winners in 


Loan display contest 

We are proud ot this record 
and we are sure it will spur our displaymen 
to even greater cooperation with any further 
appeals for aid. 

Have you completed your plans for the 
Sixth War Loan display contest? We would 
like to publicize the details in a news letter 
to our displaymen. I am anxious to use 
every means at my command to aid you in 
this Treasury Department Sixth War Loan 
promotion, 

You are to be commended for your efforts 
in promoting the value of display as a sales 
medium. — George W. chairman, 
Window and Store Display Committee, 
American Gas Association. 


Browne, 


Some years ago a copy of your publica- 
tion and after looking 
over recent copies the writer can not help 
but state 


was in our hands, 


vast difference there is 
with then. 
tainly doing a good job, and we hope you 
will continue to be | ee 
president, Acme Bulletin & Directory Board 
Corporation, New York City. 


what a 


today compared You are cer- 


successful. Gray, 


We have sent the following letter to Al- 
bert Bliss, Bliss Display Corporation, New 
York City: 
late you on your very 
the August 
This 


tainly 


“We certainly want to congratu- 
interesting article in 
DISPLAY WORLD. 
merchandising 
ambition 


issue of 
article on visual cer- 
tremendous 
resolve to benefit from the 
The article shows that 
you very definitely know your field of work 
doubt given time, 
thought, and effort in thinking along mer- 
chandising lines. 


“We 


stirs in Us a 


and a informa- 


tion given by you. 


and have no much 


enjoyed reading your article thor- 
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oughly, and, after having read it over for 
the third time, still find much in it to ab- 
and think about. We certainly hope 
to read more of your articles.” ... H. P. 
Shobar, advertising department, W. P. Ful- 
ler & Co., San Francisco. 


sorb 





Clemens Now With 
Goodyear, Akron 

Jack Clemens has resigned his position 
with Adler-Jones Company, Chicago, and on 
October 2 joined Goodyear Tire & Rubber 
Company, Akron. He is serving under Ver- 
non H. Jones, manager of the store planning 
and display department. 

Prior to joining Adler-Jones about a year 
ago, Clemens was with W. L. Stensgaard & 
Associates for many years; at various times 
with Stensgaard he supervised the produc- 
tion of retail promotion plans for many of 
America’s largest manufacturers, created 
the company’s own advertising and promo- 
tional material, was account executive, and 
traveled the central states for five years. 





Helicopter Demonstration 
Arranged By Displayman 

Newspapers throughout the country car- 
ried a news story a short time ago on the 
first commercial helicopter flight over a pro- 
posed postwar route. Sponsored by Wm. 
Filene’s this was a bit of 
retail store history in the making, but there 
story behind the story which makes 
display history, too. For the demonstration 
of the helicopter as a retail commercial in- 
strument was the brain-child of Lee W. 
Court, display director of Filene’s, who also 
carried out all the arrangements. (Photo- 
graph, “Display ...On and Off the Record,” 
this issue.) 


Sons, Boston, 


is a 


Cavendish Appoints 
Sylvia Jaffe 

Cavendish Trading Corporation has named 
Sylvia Jaffe as director of the publicity and 
display department. The newly created 
position will include research for member 
stores, handling the annual meeting of Cav- 
endish display directors, coordination of the 
bulletins and book- 
Her headquarters 


corporation's fashion 
lets, and related work. 
will be in New York City. 


Atlanta Display Club 
Elects Officers 

At a recent meeting of the Atlanta Dis- 
play Club, the following were elected offi- 
cers: president, K. V. P. Burnham, Rich’s, 
Inc.: Oscar Rutgers, Davison-Paxon Com- 
RK a MacNicol, Rich's, and George 
Sears, Roebuck & Co. Chairman of 
Turner, Muse Cloth- 


pany ; 
Hart, 
the group is 
ing Company. 


Eugene 


Patterson's ''Girls" 
To Be Mannequins 
From Walter Winchell’s 
New York Daily Mirror: 
son's enjoyable Pin-Up 
the Mirror will be featured in Fifth 
avenue windows. A mannequin firm 
has bought the rights to her facsimile.” 


column in the 
“Russell Patter- 
Girl drawings in 
soon 


store 
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) 
SIDE VIEW 


and Children’s 
Forms made by hand by experienced Mannequin 


“Papier Mache’? Men’s, Women’s, 


Manufacturers. Finished in Papier Mache or Man- 
nequin composition. Price list and description sent 
on request. 


NATIONAL®ART STUDIO 


Subsidiary of 
NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicago 6, Illinois 








You CAN'T 
BEAT THESE 
2 BEST 
SELLERS 


* 


WAR BONDS 


and 


CRESCENT 
Quality 
CARDBOARD 


* 


CHICAGO CARDBOARD COMPANY 
CHICAGO, ILLINOIS 
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WANTED! DISPLAY EXECUTIVES 
[Continued from page 9] 
materials from other product manufacturers 
as well as Goodyear display materials. 

Store layouts will be an important part 
of the overall recommendations for dealers. 
These layouts for sales and operating effi- 
ciency will go so far as to include recom- 
mendations for service departments, retread 
plants, parking the 
salesroom itself. 

The 
and display department will be scientifically 
laid out so that a dealer's individual prob- 
layout passes from desk 


and lots, as well as 


new location of the store planning 


lem of design or 
to desk until the most satisfactory solution 
is obtained. As a matter of 
able to enter the department and 
while he is taken through to look 
over the model stores which will be perma- 


fact, a dealer 
will be 
being 


nent fixtures of the division, a complete plan 
tailor-made to fit his 
individual requirements, can be made up... 


for his own. store, 


including estimated costs and other details. 


—Goodyear's store planning and display de- 

partment has a real job ahead. Above is an 

illustration that might be considered typical 

of the average tire dealer's salesrooms; below 

it is converted into an_ efficient selling 
machine— 
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The display program of Goodyear should 
be, as it unfolds, an inspiration for other 
national brand manufacturers and distrib- 
utors who are interested in fully exploiting 
all opportunities for increased sales by 
intelligent, scientific display planning. And 
its program should also be a real inspira- 
tion for retail display executives who are 
looking forward to greater postwar oppor- 
tunities. 


St. Louis Club 
Holds Meeting 


Members of the St. Louis Display Guild 
met October 10 to hear an address by K. 
W. Menke, developments engineer of the 
Monsanto Chemical Company. His subject 
was “Chemicals in Tomorrow's Show Win- 
dow.” A dinner preceded the business ses- 
s10n. 


Edward Bedinger 
To Pan American 

G. Edward Bedinger has joined the ad- 
vertising staff of the Latin-American divi- 
sion of Pan American Airways, Miami. His 
duties will consist of supervising all display 
for the division and to work in conjunction 
with the New York City office in promo- 
tions. 
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A Dependable 
Source of Supply 
For Leatherette 

















Our CRUSH-GRAIN and LEVANT 
Leatherettes TODAY are meeting with 
A widespread use in the Display Field. 
nild CRUSH-GRAIN LEATHERETTE "AFTER VICTORY" we plan to use our 
K. is available for immediate de- 
Se livery in the following colors: vast resources of paper and produc- 
= ia a a Gee tion facilities to manufacture new AVAILABLE FOR 
de Light Tan, Spanish Yellow. : . IMMEDI 
s¢5- ee ee ee Leatherette papers of unique designs ee 
PRICE in Rolls and finishes in an extensive range of 
+ ; 
=. <a. wine styled-to-fashion colors. Bulkton Seamless 
IG OF MGI. 6. 6 ices $2.00 8414" and 107” 
ad- " . CHRISTMAS 
livi- COLORS 
His 











* 
Levant 


Leatherette Paper 


Available for immediate de- 
livery in the following col- 
ors: White, Yellow, Spring 
Green, Eggshell, Pink, Peach, 
Medium Blue, Patriot Red, 
National Blue, Orange and 
Brown. 


PRICE PER ROLL 
52” WIDE x 20’ LONG 
$1.75 





Write for CRUSH-GRAIN and LEVANT Color Charts. 


BULKLEY, DUNTON & CO. 


Display Papers Division 
NEW YORK (17) 295 Madison Ave. CHICAGO (16) 2635 S. Wabash Ave. LOS ANGELES (13) 106 W. Third St. 






































HAND-WOVEN 
MATS 


We carry a complete line of 
hand-woven mats, particularly 
selected for their unusual weave 
and designs. Ideal for back- 
ground display. Available in 
three sizes. 


3 feet by 5 feet 
31% feet by 5 feet 
4. feet by 5 feet 


Also BAMBOO POLES: 


each $2.25 
3.95 
4.95 


each 
each 


1”x46", per pole $ .30 
114°x9', per pole 1.75 
1t4"x 12, per pole 2325 
2”x6'6", per pole 1.25 
2”x12", per pole 249 


TROPILRAFT 


935 SUTTER ST. 
SAN F RANCISCO 2, CALIF. 


EFFECT OF LEATHER 


.. » Price of Paper 


WITH 

















A CLOPAY 
PRODUCT , 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What’s more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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Dallas Displaymen 
Aid Wac Drive 


Displaymen of Dallas recently added one 
those they have 
war effort. 


patriotic service to 
performed in the 

With original, striking window displays, 
they have done much to put Dallas at the 
top of the list of American cities generous 
in contributions and During the 


more 
already 


sacrifices. 


latter part of September, they participated 
in an all-out drive for the enlistment of 
medical technicians in the Women’s Army 
Corps. 

Guy H. Malloy, Neiman-Marcus, presi- 


dent of the Southern Display Association, 
called special meeting of members of the 
Dallas Displaymen’s Club on September 7 
to plan the 

The group saw two war department films, 


drive. 


heard the story of the Wac medical tech- 
nicians, and was convinced of the necessity 
of meeting the national demand for 21,000 


women to serve in army hospitals, caring 
for wounded veterans of World War II. 
\fter hearing Major Lee F. Crane of the 
Officer Eighth Service 
Command, describe the need for Wac 
cal technicians, Malloy declared: 
sociation is back of this drive 100 per cent.” 
Major pointed out the “very, 
urgent need” for the “Reports 
we have from many hospitals in this count- 
that 
back from overseas in ever 


Procurement Service, 
medi- 
“Our as- 
Crane very 
technicians. 
try,” he said, “show soldiers coming 
increasing num- 
bers will not get all the attention you would 


—Using the theme featured in the national 
campaign which opened September 25, Mrs. 
Jennie V. Wynne, Power & Light Company, 
Dallis, created this window to aid recruiting 
for the Wac. The mannequin wears complete 
Wac equipment for foreign duty. The local 
angle is brought in with photographs of sev- 
eral Dallas Wacs on foreign service— 


4 LAE tf 


t 
| 
Hl 


ROOM 123 
SANTA FE BLDG. 


“pore 


DALLAS WACS OVERSEAS 


Wats IN FOREIGN LANDS 





like them to have, simply because of lack 
of help. 

X-ray technicians, 
occupational thera- 


pharmacists aides, 


“Wacs are serving as 
laboratory technicians, 
pists, or their assistants ; 
optometrists, psychiatric assistants, ortho- 
pedic technicians’ aides, medical stenog- 
raphers, lip reading technicians, hearing-aid 
technicians, Braille-and-typewriting techni- 
cians, medical technicians and surgical tech- 
nicians. 


“We would like to have a lot of trained 
people,” he added, “but we realize that 
would be impossible. We're going to have 


to train more.” 

The displaymen were among the first to 
whom the recruiting branch of the Eighth 
Service Command went for assistance in the 
enlisting campaign, realizing the power and 
effectiveness of window display since it can 
paint a picture that will actually show the 
Wace at work. 

Each showed an individual job 
a woman can do in a hospital. Dallas man- 
ufacturers and supply companies gave their 
aid in furnishing dental, laboratory, medical 
and hearing-aid material to be used in dis- 
plays. 


window 


Display Changes 

At B. Altman 

resignations in the display depart- 
ment of B. Altman & Co., New York City, 
took place recently. Miss Kasia Spilos, in 
charge of second floor display, has left the 
store in order to assist in costume design- 
ing for the new Olsen and Johnson show. 
Sanborn Decker has resigned as_ interior 
display manager; his future plans have not 


Two 


been announced. 
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he Season’s Best--For Your Christmas Displays 


We are in position to supply your Christmas dis- 
play needs and can assure you the best possible 
service and delivery. Owing to difficult production 
and shipping conditions we urge you to place your 
orders immediately. 










































No. XM8— XMAS CELLO GIFT 
PLAQUE—approximately 26” di 



















. XM3— XMAS CELLO BELL ameter—Red frosted “Gifts” cut 
ag oggpe one: single re Melita out six red cellophane bells red 
‘A very attractive Christmas drop , 


and silver foil bow and sprigs of 
green holly mounted on a die-cut 





nsisting of numerous bunches of 


sted tipped pine needles, frosted white frosted disc 
ne cones, six attractive red cello No. XM9—-XMAS SEASONS GREETINGS WALL PIECE—approximately Price = ? 
ine bells, and a beautiful red and 50” x 15” drop—Beautifully die-cut letters. ‘Season's Greetings” smartly rice $6.95 each 







lver foil bow. A most attractive mounted on two frosted cedar slabs gayly trimmed with frosted green 
ristmas wall piece. lacquered holly and numerous pine cones. 


Price $5.95 each Price $7.50 each 


% 





WF 
a # 
nee of See 
Re 


&. 





fe 3 No. XM7 — XMAS PINE 
CONE DISC—approximately 


21” diameter—Numerous frost 





No. XM12—XMAS FLORAL GREETINGS PLAQUE—approximately ed pine cones, a_ sprig of 

5’ wide x 23” high—Beautifully die-cut red frosted * Season's Greet silver holly, a ‘be ebiiel aud 

0. XM4—XMAS BELL RING CEN- ings” lettering centered on a white frosted disc all mounted on a bow of 6” facil grosgrain rib 

ER PIECE—One of va smartest gleaming foliage plaque consisting of a multitude of red foil leaves bon, attractively mounted on 
ristmas center pieces. An exquis Rattan m4 4 ‘ter i 

Ri cir of a snk teeth ceen Price $7.50 each a: . snow frosted 

ribbon adorned with many aT eed with pponio-ts 

sted pine cones and two large s rigs of reel lacqt “ a 

wsted bells all smartly mounted on holly ae 


now frosted 28” diameter die-cut 
rele Price $3.95 each 
Price $7.50 each No. X Mi XMAS 


BOW DROP approx 


imately 25 wide x 
No. XM10— XMAS RUSTIC BELL 40” high—A very at 
ARBOR—approximately 24” x 36” — tractive jumbo bow 


Numerous frosted pine cones and a 
sted bell smartly hung from two 
ssed frosted cedar slabs lavishly 
trimmed with green lacquered leaves 
1 numerous red berries. This piece 
Stor use as a center piece in very 
ll windows or used in pairs (i.e 
one left and one right) in larger 
ndows 
No.XM10-R (facing right) $3.25 each 
No.XM10-L (facing left) $3.25 each 


heantifully made of 
6” facil grosgrain 
ribbon and gayly 
trimmed with a mul 
titude of foil leaves 
and t large frosted 
bell Available in 
either green or s 

leaves with red bow 


Price $4.95 each 






























No. XM5—XMAS 
LARGE PINE BOW 
UNIT—approximately 
24” x 26”’—A_ beauti 
fully made red_ facil 
grosgrain bow trimmed 
with numerous frost 


BEAUTY BOWS 








d pine cones, silver : : PF cecceee ie tle aera rer : 
“a0 gel ye Ait eally d creme ow beautitully rats No. XM2 XMAS PINE 
jeced hell of F \ IL-FAB beng ing Scatter thes RING CENTER PIECE —a; 

7 around generously the price allows it waginintsle GAM Ataeue 

Price $2.95 each their compelling beauty demands it Made eit ae ; ine 

n two sizes pee Saige er Sy re 
No. XM6—XMAS ME- ; ind bunch f pine needle 
DIUM PINE BOW No. BB5—Beauty Bow—15” x 18” (Bow 4 i te double bow 

: > hh, 1 it 1 } ' } ‘ ; 
UNIT approximately wide) Red, Blue, Green, W h te or Gol C nade of t cil 
14” x 18”—Similar to Price $1.00 eacl ; grosgrain ribbor ll smartly 
No. XM5 only with a (Sold in sets of six only) mounted on at ttractive 
smaller bow of 4” facil No. BBi¢—Beauty Bow—I8” x (Bow frosted die-« it 8 diam ter 
grosgrain ribbon and 6” wide) Red, Blue, Green, White or Gold ring, gayty (trimmed with 


without a bell 


Price $1.25 each 





Price $1.50 eacl é oped facil red ribbon, 
id is f six only) Price $6.75 cach 


(sc sets ¢ 


Be sure to write for our complete 28-page Christmas catalogue of flowers, novelties, papers, fabrics, ribbons, etc. . . . Our 
complete swatch catalogue of 26" display papers is also ready and will be mailed on request. 


JAMES A. COLE COMPANY 


235 FOURTH AVENUE Dept. D NEW YORK CITY 3 
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PLASTEX 
VENEERS 


For Xmas Displays 


Also a Variety of New and 
Original Designs including 


BRICK, STONE, GRASS, 
WOOD, CONVENTIONAL 
and NOVELTY FINISHES 


Quality products to meet the discrim- 


inating demands of displaymen and dec- 
orators for show windows, store interiors 
and showrooms. 


Rolls—36 in. wide, 24 ft. long 
Sheets—36 in. wide—8 ft. long 


a 
Write for Samples 


PLASTEX DECORATIVE 
PRODUCTS 


269 CANAL ST., NEW YORK CITY 13 








Leading Distributor of 


PLASTEX VENEERS 


in all popular finishes 


W. C. HURLOCK 
4105 Taylor Ave. Drexel Hill, Pa. 
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A Store Necessity! 


Good-looking 
SUGGEST 


name strip or individual letter 


“Acme” Directory Boards 


as well as DIRECT. Changeable 
style. Write 
for literature and specify capacity of board 
you are interested in. 


ACME CHANGEABLE SIGNS 


37 E. 12th St. New York 3, N. Y. 
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War Chest Displays 

By Milwaukee Firm 
National War Fund, Inc., 

Corporation, Milwaukee, made available this 

year three displays retail use. Con- 

structed in three dimensions and printed in 


through Display 


for 


full color, each unit featured an overlay 
sheet on which the imprinted name and slo- 
gan of the local drive appeared. The dis- 
plays were available through local Com- 
munity Chest and County War Fund com- 
mittees. 


Change Of Positions 
For Boyd Gasque 

soyd R. 
and advertising 
Portsmouth, Va., to take a similar position 
with The Palace, Monroe, La. He entered 
on his new duties on October 11. 

Gasque was with Baldwin’s, 
Durham, N. C., and prior to that was with 
several well-known stores in the South, in- 
the Davison-Paxon Company, At- 
and the Belk Stores in North Caro- 


Gasque has resigned as display 


manager for Blumberg’s, 


formerly 


cluding 
lanta, 
lina. 
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"Carry Package’ Campaign 
Urged By NRDGA 

A nation-wide poster campaign in depart- 
ment stores is suggested by the Sales Pro- 
motion Division of the National Retail Dry 
Goods Association to persuade shoppers to 
carry their own packages and to accept un 
wrapped packages. The move is designed 
to help the acute retail deliver, 
problem and to conserve on paper. It is 
suggested that institutional window and in 
terior displays on the same subject will b 
decidedly helpful in making the campaign a 
success. 


relieve 








Try These Slogans 
For The Sixth Drive 


Although the Treasury Department has 
not designated any slogan as official for the 
Sixth War Loan drive which starts Novem- 
20, a campaign guide prepared by the 
Advertising Council suggests three slo- 


ber 


War 


gans as especially suitable: “Your Country 
is Still at War Are You?” “Let’s Fin- 
ish the Job,” and “Lend Over Here Till It’s 
Over Over There.” 
















\F T DOESN'T 
HELP THE OTHETR 
DISPLAYS, ITS A 
rhSFT 


Ag See Sea suet »- A EKNIRE poe BUILDING 
A DISPLAY UNIT MADE UP OF en a 


OF vise DARTS, TWAT COMPLE MEN 

OTHER... DOW —E GO EAR CO. 

1940, STARTING S THER SSP y DEPT. FROM 
SCRATCH 


O+MOIL f fe 


MANAGER, STORE PLANNING 
& DISPLAY DEPT., 


GOODYEAR TIRE & RUBBER Co. 
AKRON, OH10 


ENTERED THE DISPLAY FIELD IN 1924, wiTH 
SCRUSTER’S MILWAUKEE. JOINED MonT— 
GOMERY WARD ér CO. IN 1928 AND STAYED 
SIX YEARS .-. HE SUPERVISED STORE OPENINGS, 


COORDINATED SALES AND MERCHANDISING 
PROGRAMS AND DIRECTED SOFT nes Dis- 
PLAY PLANNING... JOINED ee hen g 
& ASSOCIATES, CHICAGO, AND 

AS FACTORY 


GAARD 
rs YEARS 
AND PRODUCTION, MANASER Ano 3 MORE 





WE BELIEVES THAT STORE BUILDINGS 

SHOULD BE DESIGNED FROM THI 

INSIDE OUT, TO MAKE THE § yi UNIT AN EFFICIENT 
YVISUAL SELLING MACHINE” 





+ HOBBIES, INTERIOR DECORATING, GOLF, FISHING, PARLOR MAGIC. 
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SAVE: NOW... fight 





‘. nd. » a sa No 


SAVE FOR CHILDREN! It costs money to have 
achild,toraisea child.But where’s the father 
or mother who would tell you it isn’t worth 
every penny it costs and more? Save now... 
while the money’s coming in....save to have 
and enjoy your children while you’re young! 

















SAVE FOR A HOME! A house of your own, 
a garden to dig in, room-to-grow for the 
children—every man and his wife want 
that. Houses are high-priced, hard to get, 
now. But there’ll be a lot of home building 
after the war. Save for your house now. 


S ae. sé d 
SAVE FOR SAFETY! Money’s easy today! 
But evreybody can remember that it wasn’t 
always that way—and it may not be again. 
The man who has a little money laid by, 
helps prevent depression—is in better shape 
to ride out hard times if they come. 


ww & 4 








SAVE FOR A TRIP? Today’s no time to 
travel. But after the war—aren’t you rarin’ 
to go? To the ocean or the mountains, to 
Yellowstone or the Smokies, to Mexico or 
the new Alaska highway. Sensible saving 
today can finance glorious spending then. 





SAVE TO SAVE AMERICA! It’s the money 
you don’t spend that helps keep prices down. 
And only by keeping prices down—saving, 
not spending—can we head off inflation, 
keep America a stable, happy place for our 
boys. For your sake, for theirs—SAVE! 


A United St+tee War Message prepared by the War Aévertising Council; approved by the Office of War Information; and contributed by this magazine in P 











inflation... 





SAVE FOR COLLEGE! If you went to college 
ourself, you want your children to go, too. 
f you didn’t—that’s a double reason you 

want them to have the good life you missed. 

Start your college fund now—while you’re 

earning good money. It will come in handy. 





SAVE TO RETIRE? Sooner than you think, 
the day will come when a little shack in 
Florida or a place in the country looks bet- 
ter to you thanan active life in town. Social 
security is good—but it won’t pay for all 
you want unless you supplement it. 









4 THINGS TO Do —— 
Prices down one Pp 
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wth the Magazine Publishers of America. 
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Dake Cbiigh Display 


There’s authentic Christmas atmosphere 

about this old-fashioned bark-covered 

sleigh. Finished in natural varnish, with 

gracefully curved white oak runners trimmed 

in bright red. 32x17x15”, set on a hand- EACH $25 
formed papier mache base fashioned in © 
sparkling white to simulate snow. Over 6 - 8.50 ea. 
(Gift boxes not included.) ORDER NOW! Over 12 - 8.25 ea. 


SSS enc eassccateo— 


DISPLAY MANUFACTURERS @ 233 TALBOTT BUILDING ® DAYTON 2, OHIO 





































Important Announcement 


Increased Production Now 
Enables Us to Accept Orders for 


MANNEQUINS 


in Women's and Children's Models 









For Delivery 


THREE WEEKS 


Or Less, If Necessary 







Write at once, stating your requirements, and we 
will respond promptly, giving you guaranteed ship- 
ping date. 


SEE OUR NEAREST JOBBER OR WRITE DIRECT 


DISPLAY MANNEQUIN, INC. 


257 W. I7th ST. NEW YORK CITY 
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Cincinnati Symphony Display 
Winners Announced 

First prize in the annual city-wide dis 
play contest for the benefit of the Cincin 
nati Symphony has been awarded to W 
Grover, H. & S. Pogue Company, in the dé 
partment store group. Del Heizer, Mable 
& Carew Company; Andrew Matzer, Roll 
man’s, and William Arinow,  Shillito’s 
placed second, third and fourth, respec 
tively. 

In the specialty store group the prize 
were won in the following order: The Paris 
L. M. Prince Company, and Henry Harris 
honorable mention went to Willis Musi 
Company, J. M. Gidding Company, Critch 
ell’s, and Loring-Andrews. 

A third division, that of interior display 
had its inception this year. First prize went 
to Rollman’s, second to Shillito’s, and third 
to H. & S. Pogue Company. 

The contest was judged by the Ladies’ 
Committee of the Symphony Orchestra As 


sociation; Fred Smith, publicity director, 


Cincinnati College of Music, and Nathan 
Silverblatt, manager, DISPLAY WORLD. 


Appoints Thornton 

Whiting Thornton, artist from the display 
staff of R. H. Macy & Co., New York City, 
has joined the staff of the Television Work 
shop, 11 West 42nd street, New York City. 
He has charge of all scenic design and con 
struction. 

The same organization has on tour, this 
month and next, special window displays 
depicting the history of television from the 
discovery of selenium in 1817 and including 
designs of postwar video sets. The displays 
feature photo-murals, mock-up cameras, and 
actual equipment. Stops are scheduled for 
Boston, Buffalo, Cleveland, Chicago, Mil- 
waukee, St. Louis, Cincinnati, Columbus, 
Pittsburgh, and Philadelphia. 


Assistant Display Director 
Named At Kaufmann's 

The appointment of Leona Orringer as 
assistant display director has been an- 
nounced by Kaufmann’'s, Pittsburgh. She 
will assist W. L. Wardrip, who was _ re 
cently named display manager. Miss Orr- 
inger formerly managed the Fourth Avenue 
Studio of Pittsburgh and prior to that time 
was a display artist. 


New Display Firm Formed 
By Kaplan, Livenston 

Kaplan Textile & Products, Inc., is the 
name of a new display firm formed by A. R. 
Kaplan and Morton Livenston at 561 Fifth 
avenue, New York City. The company will 
handle fabrics in particular and accessories 
in general, according to Kaplan, who adds 
that immediate delivery can be made on dis 
play fabrics in unrestricted yardages. A 
line of plastic fixtures is being designed at 
the present time, for release the first of the 
year. 

Both Kaplan and Livenston have been in 
the display field for eighteen years and have 
many friends throughout the country. 
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YOU’RE 
SITTING 
PRETTY 


when you come to Siegel’s 
for All your Display needs 


You just can't afford to gamble with the success of your 

display program. Your top management rightly expects you 

to be ready on schedule with displays that will keep your MANNEQUINS, FIXTURES, 
store in front. That is why more and more displaymen have RACKS, FORMS, MILLI- 
an "Ace in the Hole" when they depend upon the house NERY HEADS, WOOD, 
of Siegel for their display requirements. Here you will get PLASTIC AND COMPOSI- 
what you need, when you need it—the choice of America's TION NOVELTIES, EXCLU- 
leading display props. SIVE DISPLAY UNITS. 


Nat Siegel — 39 W. 37th Street, New York City 18 














Sun Display Scores Again With Racks of Beauty Matched Only by Utility! 


No. 68 FULL-LENGTH RACK (double bar) No. 67 FULL-LENGTH RACK (single bar) 
These smartly-styled display racks for Dresses, Coats, and Sportswear are made of solid oak in natural 
finish and highly polished chrome metal. They are sturdily constructed and built for long-lasting use. 
Specifications: Both racks shown above are available in two sizes —4’ high x 5’ long and 5’ long x 66” high. 
Fast delivery offered. These racks can be seen from coast to coast at your local dealers. 


SUN DISPLAY MANUFACTURING CO. 
28 NORFOLK STREET, NEW YORK 2, N. Y. ORCHARD 4-1781 


Designers and Manufacturers of the famous DUBLE-VUE* line of racks. Look for the trade-mark. 
‘Reg. U. S. Pat. Off. 
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USE 


LAUREL ROPING 


FOR YOUR 


STORE and WINDOW 
HOLIDAY DECORATIONS 


HEAVY GRADE, MADE ON HEAVY CORD 


Suitable for Store or Street Decorations 


Express Per yard $ .14 Order 
cs 250 yards, per yard 
ioe eee 12 from this 
500 yards, per yard on 
only 1,000 yards or over, per yard .10 ad 


WREATHS Made of Laurel, Hemlock or Pine 
45c to $1.10 as to Size and Quantity 


Write for Price List 


We also manufacture Hemlock and Pine Roping. 
Prices about 30% higher than the Laurel Roping. 


CAROLINA FOLIAGE COMPANY 


MOUNT AIRY NORTH CAROLINA 








The Best in XMAS Designs! 


These are TOPS in Xmas Decorative Papers 


COLORED TREES YULETIDE 

SILVER TREES SNOWFLAKES 
Above in either 50" or 107'' Widths — All Xmas Colors 

HOLLY LEAVES SILVER BELLS 


HOLLY BELLS SILVER STARS 
Above in 50" Width — All Xmas Colors 


ALSO MANY OTHER XMAS DISPLAY PAPERS 
In 26" to 107" Widths 


See These Items at Your Jobber 


DINGLEMAN COMPANY 


112 W. 42nd STREET NEW YORK CiTy t@ 








P L Y Wo 0 D a a ilps OPPORTUNITY EXCHANGE 


Is, fixtures and other For any WANT AD purpose: 





equipment. Thicknesses 1/32” to 1”; small, large 
panels. Fir, Gum, Birch, Walnut, Mahogany. Com- POSITION WANTED POSITION VACANT 
plete lists mailed on request. DISPLAY EQUIPMENT FOR SALE 
CARMEN-BRONSON CO., Dept. W REPRESENTATIVES WANTED 

160 E. Fourth St. Mt. Vernon, N. Y. $3.00 Per Column Inch — CASH WITH ORDER 
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CHRISTMAS . . . IN GOTHAM 


[Continued from page 11] 
entrance carried related scenes. The set 
tings were faithfully copied from old paint 
ings; the figures were life size, made ot 
papier mache, handpainted and strewn with 
“star dust.” Midnight blue netting was car 
ried back of the glass and aided in thx 
effect of diffused light. The floors of the 
windows were covered with pine branches 
and planted with appropriate flowers and 
grasses. 

At the top of page 11, in the right-hand 
column, is a display from Franklin Simon 
(Robert Pichenot, display director). Elves 
were shown busy in the seasonal activities 
at the North Pole, with the train in the 
foreground laden with crates and boxes ad- 
dressed to Santa Claus. Artificial snow was 
used on the floor, and the setting used 
white, green, red and yellow for its color 
scheme. The entire display was framed 
in evergreen boughs spaced with colorful 
Christmas tree balls. Adjoining windows 
showed the interior of Santa’s workshop 
and elves finishing trimming a Christmas 
tree in a living room. 

Next is a window by Sidney Ring, Saks- 
Fifth Avenue, simply done to display gift 
lingerie. The sole ornamentation was a 
garland of Christmas greens across the 
background. 

Papier mache figures formed a_ family 
group in the third display in the right-hand 
column, used by Bloomingdale's. The Vic- 
torian setting was complete to fire-tongs, 
heavy swag drapes, and a harp at the right 
rear. 

The final display is by Henry Callahan 
for Lord & Taylor. It shows an ornate 
Christmas tree at the left, the foliage being 
made up of ties interspersed with Christmas 
tree ornaments. At the right, before a mir- 
ror, an amateur Santa Claus adjusts his 
beard. This figure was of papier mache. 


Promotions For Three 
At Miller & Rhoads 

The newly created position of sales pro- 
motion manager at Miller & Rhoads, Rich- 
mond, is being filled by Addison Lewis, for 
many years display director for the firm. In 
his new post, Lewis will coordinate the 
work of the display, advertising and mer- 
chandising divisions. 

Replacing Lewis as display director is 
John N. Boulware, former assistant. Grey- 
don Barnum has taken over Boulware’s pre- 
vious post. 





New Display Development 
Seen In Patent Grant 

After years of litigation, the Gits Molding 
Corporation, Chicago, has been granted pat- 
ent coverage on a process of three-dimen- 
sional art in plastics with many display 
applications. With the patented process it 
is possible to produce three-dimensional 
plastic designs in any number of colors, 
with the entire design being sealed in. The 
process is called “Crystal Seal” and is ex- 
pected to furnish many interesting effects in 
counter displays, signs, plaques, and_ the 
like. 
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Howe RELIEF DISPLAY FORM MFRS. 


Present the New 


HERTIE FLOOR-DRAPE DRESS FORM 


Perfecting the Floor-Drape of Women's Fashion Apparel 








All forms used in this display by 

Mr. Glass, display manager, Man- 
: = : 

gel’s, Philadelphia, are the new 

No. 148. This new form gives you 

a perfect drape without the un- 

avoidable breaks at floor. 


The form is supported by any 
small T-stand placed under neck, 
for which a cut is provided. 


This new addition to the well 
known HERTIE line is a real hit. 
It supplements your mannequins 
to give a perfectly balanced and 
uncrowded window with more gar- 
ments. 





Mail your order today for prompt 
delivery. 


Papier Mache in ‘ 
Enamel Finish HERTIE, INC. 


No. 148 345 WEST BROADWAY 


$6 E h NEW YORK CITY 13 
ac Telephone Wo 4-8683 




















WANTED for GOODYEAR 


STORE PLANNING AND DISPLAY DEPARTMENT 


Field Display Representatives. We have several unusual opportunities 
for merchandising minded field displaymen with chain store experience. 
They will be responsible for store fixture installations and display arrange- 
ments as per plans supplied by home office. They will also conduct an 
educational program in the field so that displays and store arrangements 
can be kept up to date following our formula. Must be able to sell the 
field on the advantages of proper display. 


If you believe you can qualify—or know of anyone who can qualify— 
write, outlining past business history in detail. State salary expected. 


T. G. PLUMB, SALES AND OFFICE PERSONNEL 


GOODYEAR TIRE & RUBBER COMPANY, Inc. 


AKRON 16, OHIO 
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A limited number 


of our lovely 


CORONET 
MANVEQUINS 


are still available 
for delivery this 


year. 
WRITE, WIRE AT ONCE 


Display Equipment Corp. 


147 West 37th St., New York, N. Y. 

















Attention Displaymen! 


Lloyd's 
ANAGLYPTA 


fills many a display want. Hun- 


dreds of designs. 


Complete display at 67-69 East 
Monroe Street, Chicago. 


Complete stocks at 48 W. 48th 
Street, New York. 


Write attention Mr. Ryan or Mr. 
Ferreri for samples of display 
papers. 


W. H. S. LLOYD CO., INC. 


New York, Chicago, Boston, Newark 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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1. A. D. NEWS 

[Continued from page 44] 
sioa are going to let all of you present ‘in 
on a little secret. We are going to bare to 
you our ‘love life. The organization of the 
Southern Display Association and its first 
Postwar Educational Conference has been 
possible because we of display do love our 
profession. 

“Guy Malloy, president of the Southern 
association, has just read to you from our 
by-laws, our association's purposes. Of these 
things, we of the Southern Display Associa- 
tion are justly proud. This meeting in it- 
self will help us establish closer relation- 


ship between our association and _ store 
management. The Southern Display Asso- 
ciation’s first Postwar Educational Confer- 


ence will be the first milestone in display 
education, conducted by the display profes- 
sion. 

“Our purpose in being here this evening 
is two-fold. First, of all, we have endeav- 
ored to explain the quality of this education 
program. Each member of this educational 


committee will or has outlined to you his 
respective part in this program that you 
may understand why we feel sure that dis- 
play people from every section of these 


United States will be in attendance at this 
convention, 

“We intend to accomplish several things: 
First, it will give the display profession an 
opportunity to take inventory of what has 
and what has not been accomplished in the 
display field during the wartime period. 

“Secondly, we of the display 
realize thoroughly the important part retail 
selling is to play during the 
The largest retail store remodeling 
program in history is just around the corner 
and the display profession's part in this pro- 
head and shoulders above all 
importance. = | that the 
rental charge for display space of the Amer- 
ican retail store is the only thing I 
say to justify this statement. Retail 
in the postwar period will still 
have its newspaper advertising, 
radio advertising, outdoor advertising and 


pre )fession 


conversion 
period. 


gram stands 


others in believe 
need 
sales 
promotion 
standbys, 


—At the banquet held in honor of Dave 
Estes, president of the International Associa- 
tion of Display, at Memphis on August 15. 
Wray Williams Blue Print Company was host— 
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display. Of these four mediums, display a: 
radio are certain to show the greatest prog 
ress. Radio will add television. The qu 
tion is how soon? I would like to remind 
you at this point that television is actua!!, 
display by radio. 

“Display is now being devoted almost 
entirely to show windows by 85 per cent of 
the retail group. This means that only 
per cent of America’s retail stores are tak- 
ing full advantage of the additional profits 
offered by interior display. Proponents of 
interior display, in the last few years, have 
proven concisively the importance of. this 
advertising medium. If window display tied 
in with newspaper advertising, as in the 
past, doubled the value of newspaper ad- 
vertising as claimed by many leading adver- 
tising men, is it not possible that if interior 
trims are employed, it will triple the value 
of the retailer's advertising dollar, as this 
is the actual point-of-sale advertising ? 


wn 


“In the infancy of window display, show 
windows were trimmed to tie in with news- 
paper advertising. In the last few 
some of retailing’s finest promotions have 
been made possible by tying advertising into 
window displays in an attempt to catch 
some of the dramatization that can only be 
fully developed by the use of second and 
third dimension. It is not unlikely that 
newspaper advertising and window displays 
will be created to tie in with an idea that 
originally began as an interior display. I 
think the reason for this is sound. It is 
practical for an advertising artist to sketch 
a well-planned display. It is not practical 
for the display department to create a dis- 
play from the advertising artist’s sketch. 


years, 


“Newspaper advertising has one dimen- 
sion. A sales promotion unit installed in 
your show windows may have only two, but 
the interior display must, with the excep- 
tion of wall resort to three dimen- 
sions. This, of course, is because trims can 
be viewed from all 

“Interior ledge trims, for example, must be 
full round in scope, while many window set- 


cases, 


four sides. 


ups require only a view from the front and 
side angles. Therefore, any subject. that 
proves to be practicat as an interior trim 
can easily be duplicated for window  pur- 
and newspaper advertising, whereas 
an idea developed on the advertising art- 


poses 
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ist's drawing board is quite likely to prove 
impractical for interior or show window use 
and perhaps both. Isn't it quite possible 


that a new and modernized application of 


interior display can revolutionize newspaper 
advertising ? 

“It seems that one of the most important 
jobs ahead for America’s display people is 
to sell retail management on the idea of 
moving the display department from a non- 
selling classification and placing it at the 
head of the selling departments, where it so 
rightfully belongs. We are interested in this 
because there is not a member of the South- 
ern Display Association who would be able 
to hold his present position long if his de- 


partment was actually non-selling. In a 
recent advertising and display meeting held 
by the National Retail Dry Goods Asso- 


ciation in Cincinnati, a goodly portion of 
the time allotted to display problems was 
taken up with the old, old argument as to 
whether or not the display department 
should or would separate itself from the 
advertising department. To this there can 
be but one answer: Any display person suc- 
from 
the advertising department will also be suc- 
cessful in separating himself from the pay 
roll office of his concern. From now on, 
display will cooperate with advertising and 
advertising must for its own good cooperate 
with display. 

“The Southern Display Association wel- 
comes the opportunity to cooperate with the 
United States Office of Education and _ its 
state departments of distributive education 
as a means of educational research to those 
now active in display and to help.create 
arts and crafts in the high schools of the 
sixteen Southern states, to interest new- 
comers in our profession, and we further 
hope that by our interest we can cause these 
students to insist upon higher education 
upon graduation from high schools, as we 
realize that this will undoubtedly be our 
best means of establishing a course in win- 
dow display in the universities of the six- 
teen Southern states. 

“It is a pleasure, also, to acknowledge the 
cooperation we have received from_ the 
United States Office of Education and _ its 
departments of distributive education. They 
have made it possible for the Southern Dis- 
play 


cessful in separating his department 


to organize and conduct 
this coming Educational Conference inde- 
pendently. It is with pride that I am able 
to inform you that this program approaches 
its reality without having obligated 
selves, our membership, or the retail stores 
we represent in any manner. This is 
of the greatest advancements in the display 
profession. 

“AS a feel it is just 
and fitting that display’s largest educational 
program should realize its beginning in the 
largest state in the union. 

“We have written welcome on the door of 
this educational meeting and will elaborate 
upon it until it becomes visible and evident 
to every display person and retail store in 
America. 

“In the beginning, I stated that our pur- 
was two-fold. The overall objective 
of the Southern Display Association is to 
assist its entire membership in the selling 
of merchandise at a higher profit for the 
retail stores of the sixteen Southern states.” 


Association 


our- 


one 


native of Texas, I 


pose 
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Dignity and Cham 


prevail in this 


Beautiful Display Application 





White Mirror Flexglass was superbly used for this display attraction which was the 


central feature of a battery of windows for Sibley, Lindsay & Curr, Rochester. 
Whenever you want to get richness and newness in your display program, for 
backgrounds, display units, ledge displays or department construction, try 


Flexglass and learn for yourself its unique qualities. 


Flexglass is real glass in small rectangles and squares, permanently cemented to 
a stout fabrie backing. Easily and quickly applied to any smooth, dry surface, 
curved or straight. Available in an attractive range of colors and in frost and 
snow patterns. In three types, mirror, opaque and Dewdrop. 


Flexglass and Flexwood (real wood, yet it can be wrapped around a manufactured and marketed 


jointly by 


pencil) are 
United States Plywood Corporation and The Mengel Company. 


Write for Free Color Card 


United States Plywood 
Corporation 


Flexglass Division 


103 PARK AVE. NEW YORK 17 





The Glass That Bends 








+ 
4 ° e 

Get Dazzling Display Effects 
, with 

e DIAMOND DUST 

e SILVER FLITTER 

e CRYSTAL BEADS 

e GLASS TINSEL 


Glass Tinsel 
Blue, 





REMEMBER 


DARLING'S BIG 
DISPLAY DESIGN 
CONTEST CLOSES 

NOVEMBER [5th 


71500 


IN PRIZES 


If you don't have the details 
on this contest, WRITE TO- 
DAY. L. A. Darling Co., 
Bronson, Mich. 


is available in Silver, Gold, 


Green, Red and Black 
Prices and samples furnished upon request 


EMPIRE TINSEL & BALLOTINI CO. 


1265 Broadway New York, N. Y. 














FOR VICTORY 
Buy U. S. WAR BONDS and STAMPS 






































































a eel 


BE PREPARED 
for V-E DAY 


A striking, dignified VICTORY PANEL 


screened in patriotic tones, 36" x 48". 


ORDER NOW $3.75 _ 


Immediate Delivery 
Jobbers’ Inquiries Invited 





DISPLAY MANUFACTURERS MART, inc. 


“Evarglhing for Display” 


4: WEST 38th STREET NEW YORK |, N. Y. 








We Potut uith Prde... 


to our U. S. Patent 2313675 
YOU'LL MAKE BETTER TIME 
IF YOU USE THE NEW 
DELTA PATENT QUILL 
FOR THAT LETTERING JOB! 


HERE'S WHY... 


Quill end bent 
over. Will not 
el elena Mm atellas 


Wire ends 


elle l-tacter 


ae 


(olelam me) el-1a) 


ern always 


perfectly round 


Handle perfectly 
Yel felara-YoMelate! 
rexetanarelatcaling 
elixetaat-ye| 


AVAILABLE IN BROWN 
AND GREY CAMEL HAIR. 
ae 4 ey 2 O40) 


Brushes by Delta 


DELTA BRUSH MFG. CORP. 14 WEST 17 STREET, N.Y.C 


ee 
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MODERNIZATION 
[Continued from page 7] 
ment agencies and other sources from which 
such advisory assistance can be obtained. 

5. A Club been started by 
the bank, itself, where special savings ac- 
counts can be opened and built up toward 
the items. 
Six hundred such accounts were opened in 
the first two months of operation. The ac- 
counts can be opened at the bank or in local 
stores which will transfer them to the bank 
for the depositor. 

6. A public program 
started by the CED in cooperation with the 
proper authorities, which looks forward to 


Purchase has 


purchasing of specific postwar 


works has been 


the definite erection of a new post office, an 
incinerator and refuse disposal plant, a new 
park and an 
additional secondary 
Not content with continuing to plan in 
such realistic fashion for the future of their 
the economic structure of which 
up entirely of small 
the Franklin Square 
have, at the time of this writing, arranged 
nothing less than an hour and a half net- 
work the 
of the world what one small town can do. 
\ll stems 
from 


public and municipal center, 


school. 


community, 
is made commercial 


businesses, planners 


television broadcast to show rest 
this comprehensive 
the that 


which is part of display 


program 


realization store moderniza- 


tion is an essen- 


tial part of any peacetime planning. 


Red Cross Credits 
Window Display 

\ window display 
for 


H. 
(downtown), 
the 
more 


used by J. Brewer, 


display director Bullock's 


Los officially credited by 
with 
into the store to inquire 
Of this num- 
ber, 250 signed applications to attend class- 
es; 80 women asked to be notified about the 
next home nursing class; 42 inquired about 
army and nurse duty, and 150. girls 
asked about the Cadet Nurse Corps plan. 
Similar results were obtained from a win- 
Malcolm J. B. Ten- 
Portland, Ore., when 
for nurse’s aides and 


\ngeles, is 
Red 


women 


\merican Cross drawing 


SOO 


nurse's aide activities. 


than 
about 


navy 


dow display created by 
Meier & 


actual demonstrations 


nent, Frank, 


were conducted from 
until 5:30 p.m. At noon each day 
from 
hospital spoke from the window over a loud 


home nursing classes 
10 a. m. 
two wounded soldiers Barnes General 
speaker, and nurses and nurse’s aides in uni- 
form tormed a background in the window. 
Big Chicago Exhibition 
Set For Early 1945 

The National Congress for the 
tion of Products of Tomorrow is planning a 
“thousands of arti- 
The 


Coliseum 


Presenta- 
two-week exhibition of 
cles never before seen by the public.” 
event is to be held in 
1945, it is A wide range of 
articles, developed from new inventions or 
marked existing 
will be shown by firms representing all types 


Chicago's 
early in said 


improvements on items, 


of manutacturing. 


Display Is Added 
To School's Course 

The Jackson Von Ladau School of Fash- 
ion, Boston, is currently conducting a course 
in display as part of the curriculum. 
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le 
Sh duct 


PREPARE NOW For Your 
CHRISTMAS NEEDS! 


We carry a full line of Sparkle 
Tinsel papers, silver and colors 
1. Sparkle rayon satins 
2. Crystal beads 
3. Diamond dust, or snow 
tinsels 


4. Silver tinsels, colored 


(all sizes) 

5. *Plain and fancy satins, vel- 
vets, velveteens and velour, 
tarletanes 


*Sold when and if available 
Send your order to: 


SPARKLE PRODUCTS DIV. 


we FABRICS 


1600 Broadway, New York 19, N. Y. 














Display People Trapped 
When Roof Caves In 

Frank G. Bingham, display director 
Robertson Brothers, South Bend, and two of 
his staff, Eleanor Lambert and Betty Mar- 
quardt, had a narrow escape from serious 
injury or death October 6 when the 
root, weighted with water from a 
sudden near-cloudburst, collapsed. 

The three were in the display department 
on the top floor when the cave-in occurred, 
the principal damage being done to the 
stockroom adjoining the department. None 
was injured, but the falling roof cut off all 
escape by means of the stairways. After a 
delay of twenty minutes, the trio finally 
made their exit via a window and an exten- 
sion ladder from the fire department. 

Bingham is the author of the feature 
“Think This Over” in issue of DIS- 
PLAY WORLD. 


fo! 


store 


tons of 


each 


Ribbons Introduced 
For After V-Day Use 


Two new ribbons especially designed tor 
use after V-Day have been introduced by 
Taffel Brothers, Inc., 95 Madison avenue, 
New York City, and are now being shown 
to the display field. They are colorfully 
done in a “Welcome Home” motif. One 
bears various illustrations of planes, ships, 
tanks and the like, together with the “Wel- 
come Home” slogan. The other ribbon car- 
ries the same words as well as the various 
insignia of different branches of the service. 
Both are available for immediate delivery 
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Display Audit Bureau 
Is Suggested 

The Point of Purchase Advertising Insti- 
tute has under contemplation a plan for a 
“Point of Purchase Audit Bureau,” it is re- 
ported. (Similar bureaus furnish circula- 
tion figures on other media, such as the 
Audit Bureau of Circulation in the publish- 
ing field.) The Institute intends to present 
national advertisers with reasons why such 


a bureau should be formed, it is said; such | 


action will take place after the current paper 
shortage is relieved. 

The Point of Purchase Advertising Insti- 
tute was formed six years ago, with head- 
quarters in New York City, and is financed 
by producers and distributors of point-of- 
sale displays. Clifford E. Hodder expresses 


the purpose of the organization as conduct- | 


ing research programs designed to put such 
display on a comparable basis with other 
media. He estimates that some $300,000,000 


will be spent by national advertisers in 1945 | 
for “at-the-store advertising—including both | 


exterior and interior displays, dealer edu- 
cation, and booklets and premiums distrib- 
uted there.” 


Rosenberg To Leave Namm's 
To Form Own Business 


The resignation of Samuel Rosenberg as | 
display director for The Namm_ Store, | 


Brooklyn, will become effective on Novem- 
ber 18 it has been announced. Rosenberg 
will establish his own display company. 


He was with Namm’s for about five years | 
and prior to that time was with Gimbel’s, | 


Hearn’s and R. H. Macy & Co., New York | 


City, and in charge of display for Scott- 
Furrier stores in New England. 


Map Of Tokyo 
For Displays 

With Japan still to be defeated after Ger- 
many falls, an authentic map of Tokyo pos- 
sesses numerous display uses. Introduced 
to the display field by Maharam Fabric Cor- 
poration, 130 West 46th street, New York 
City, the map shows bridges, airports, the 
imperial palaces, department stores, and 
other important points. The map, produced 
from an official Japanese government map, 
is 32% by 48 inches in size. 





“Build Your Own Fixtures" 
Is Booklet Theme 


Fixtures of fir plywood, and how to con- 


struct them in the store display department, | 
are the subjects of a booklet just released | 
bv the Douglas Fir Plywood Association, | 
Tacoma, Wash. Replete with illustrations, | 


the brochure shows suggestions for 144 fix- 
tures. The author is EF. Hurst, Portland, 
Neegon, 


W. W. Crimens Dies 
At Age Of 74 


William W. Crimens died recently at the 


Misericordia hospital, New York City, at 
the age of 74. He was the stepfather of 


Albert Bliss, Bliss Display Corporation, of | 


that city. The widow and a son survive. 
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Accent COLOR 


in Your Holiday Displays 


* 


... with CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


* 
* * 
* * 
* 


If you wish to step up your displays with an extra 


punch .. . if they lack that certain festive air so 


necessary for holiday decoration . . . we believe 
the answer lies in GLASS TINSELS available in 
Silver, Gold, Red, Blue, Green and Black . . . these 
can be applied to any surface and make it come 
alive with color and light . . . DDAMOND DUST 
and CRYSTAL BEADS can be sprinkled over any 


color, reflecting the color they cover and adding 


sparkling beauty . . . this extra effect will improve 


the appearance of your displays and create added 


attraction and interest. 


Send for samples and full information on 
these Sparkling Display Products NOW. 


* * 
-“ 


EDWARD C. BALLOU CO. 


6 VARICK STREET NEW YORK 13, 











































New Patriotic 


FLAG SETS 





IpEat for window and store decoration, and patri- 
otic displays. Flags of all Allied Nations in full 
colors, mounted on special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


U.S. and ALLIED 


FLAGS 


U. S. and Allied flags in all sizes and 
materials. Write today for illustrated 
catalogue. 


REGALIA MFG.CO. 
Dept. 64, Rock Island, Ill. 













°1500 
REWARD 


for 
DISPLAY DESIGNS 
* 


Contest closes Nov. I5th. 32 
Prizes! Send as many design 
ideas as you wish. For rules 


and details, WRITE TODAY! 


L. A. DARLING COMPANY 


BRONSON, MICHIGAN 
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""Bud"’ Marimon Resigns; 
Joins Display Firm 

The resignation of Robert J. “Bud” Mari- 
years display director for 
Cleveland, 
succeeded in the 
Irwin Lef- 


mon, for many 
The Higbee Company, 
announced. He 
position by his former 
fler. 

Marimon Arthur De Vorn 
formed a display firm known as De 
Displays. Headquarters will be in 
land, but complete details of the new firm’s 
operations are not yet available. 


has been 
been 


assistant, 


has 


have 
Vorn 
Cleve- 


and 


Montreal Displaymen 
Visited By Rosner 


Vid display manager, H. P. Sel- 
man & Co., Louisville, returned with Mfs. 
recently from a vacation spent in 
Canada. Of Montreal displaymen he writes: 


“Mr. A. V. Hosking, of was 


Rosner, 
Rosner 


Simpson's, 


available and also Mr. Armand Dyotte, of 
Morgan's. They have the same troubles that 


ve have here in the States, only worse. Be- 


sides shortage of help, for the past two years 
they allowed any window 


have not been 


TRADE PERSONALITIES no. 2 


OCTOBER, 1944 


lighting whatsoever. 

“Mr. Dyotte showed us their newly opene 
millinery of which he has a right to 
be proud indeed. It is all in chartreuse an 
deep purple, and the wall on both sides i 
partitioned in zig-zag all-mirrored 
wall tables. The center tables are almos: 
triangular, with glass which ar 
topped by a plumelike displayer holding tw 
hats; the displavers were also designed b 
Mr. Dyotte. With the exception of the tw 
hats shown on each table, all stock is hidde: 
behind the mirrored walls.” 


salon, 


shape 


surfaces 





AMC Display Directors 
To Meet In December 

Display directors of stores of the Asso 
ciated Merchandising Corporation will meet 
in New York City on December 4-5. 


NADI oe 
To Meet 


The annual business meeting of members 
of the National Association of Display In- 
dustries will be held in New York City 
December 9-10. 


By TONY BRINKER 









YES, \'VE DECIDED 
<o - BUSINESS 









WA SURE YOULL 
BE A SuccESS, 
NAT ! t 


We prreneo we 
DISPLAY FIELD 
ABOUT A QUARTER 
OF A CENTURY AGO 


FOR 

WAS TRAVELING 
REPRESENATWE FOR 

A NUMBER OF DIS- 
PLAY MANUFACTURERS , 
TREN DECIDED TO 
Go nies A BUSINESS 
FoR WIMSELF... 
OPENED c PLACE 
IN_NEW YORK SHORTLY 
TWEREAFTER AND HAS 
BEEN A WELL-KNOWN 
DISPLAY FACTOR 
EVER SINCE 





SIEGEL F\XTURE CO., 
NEW YORK,NY. 


MANY A DISPLAYMAN IN 
DISTRESS HAS BEEN peeruy 
HELPED OUT By SIEGEL. 

WE WOULD BE EMBARRASSED 
TO TWINK THAT ANY SUCH 
PHILANTHROPY WERE KNOWN, 


WIS FRIENDS SAy 
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New Goodyear Product 

Has Display Uses 
Currently used primarily for 

newly-developed 


War pur- 


poses, a organic 


cement 


known as “Pliobond” seems to have numer- | 


ous display uses for later on. 


Produced by | 


Goodyear Tire & Rubber Company, Akron, | 
the cement obtains excellent bonds to vari- | 
ous materials such as wood, metals, plastics, | 


rubber, 
Just 


fabrics, ceramics, 
plaster and concrete. recently 
year announced the “Pliobond” for 
covering hollow metal cylinders with a thin 
layer of “marbleized” plastic for strong and 
decorative pillars, supplementing ‘“Plio- 
bond’s” current use to veneer to 


paper, 


use of 


adhere 


leather, | 


Good- 


plaster walls for decorating office and store | 


interiors. 
entire storefront materials 
which can be erected with the material. 


range of new 


Sgt. Murray M. Sparaga 
Helping to Recruit Wacs 


Thus the way is opened for an | 


One displayman who is still following his | 


profession as a G.I. is Sgt. Murray M. Spar- 
aga, a member of the staff of the Public 
Relations Section, Wac Recruiting Branch 
of the Eighth Service Command headquar- 
ters in Dallas. 
Stern’s, Oppenheim Collins and Namm’s in 


Set. Sparaga, formerly with | 


New York and Brooklyn, is doing his utmost | 
to recruit women for the medical technician | 


branch of the Women’s Army Corps, through | 


window display. 


He was in charge of the | 


display section of the recruiting drive con- | 
ducted in Dallas the week of September 18. | 


Freelancing Resumed 
By Walter Smith 
After two years in the Air from 
which he received an honorable discharge 
recently, Walter Smith has returned to his 
former occupation as a lance 


Force, 


free window 


and interior display designer in New York 


City. 


Congress Joins 
lvel Corporation 
David Congress, display and art director 
of the Queensboro Gas & Electric Company, 
has resigned in order to become associated 
with Ivel Corporation, New York City, pro- 
ducer of displays, exhibits and expositions. 








COMING UP! 

Better Parenthood Week—October 23- 
29. 

Navy Day—October 27. 

Girl Scout Week—October 29-Novem- 
ber 4. 

Hallowe’en—October 31. 

American Art Week—November 1-7. 

American Education Week — Novem- 
ber 5-11. 

National Pharmacy Week—November 
5-11. 

Election Day—November 7. 

Armistice Day—November 11. 

Red Cross Roll Call—November 11-30. 

Book Week—November 12-18. 

Thanksgiving Day—November 23. 

Pearl Harbor Anniversary—December 

Lie 
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SHOW ON EARTH z 


In the thousands of store windows throughout 
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) 
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i" 














































= 





America. The price of admission is a mo- 
ment's time—and there's front row space for 


everyone. 


Displayed in these windows is the nation's 
finest merchandise—on parade for all to see 
—in settings that reflect the creative genius 


of our display men. 


Our role in this "greatest of shows" has been 
awarded to us these many years by the pro- 
ducers—whose confidence in our display abili- 


ties we greatly appreciate. 
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WINDOW FLOORS 
LOOK DIFFERENT 


When your displays are set off with 
either Wood Flakes, Kubes, Chips, 
Shredded Fibre, Stones, Sand, Sea 


Shells. ete. Latest Xmas colors now 


being produced. 


PROMPT SHIPMENT 
No Priorities Needed 


Made in all rich, standard colors and in 
combination of colors. Good for open 
areas around tree trunks, posts, odd 
spaces. Leading stores have used KEW- 
BEE-KUT PRODUCTS for years. 


Inexpensive and most sensational way 
of solving your floor problem. Can be 
reused many times. 

These are now being manufactured in 
our new modern factory under close 
supervision and carefully inspected for 
quality and uniformity. Send for cat- 
alog and free samples. 


Manufacturers of 


SA ARS 


(Trade Mark Reg. U. S. Pat. Off.) 
PRODUCTS 


National Sawdust Co., Inc. 
Display Dept. 
65 N. 6th St. Brooklyn, N. Y. 











FLAT 


CHRISTMAS TREE 


White Frosted or Green 
TWO SHAPES 


Squatty or Tall 


THREE HEIGHTS 
18 in. — 36 in. — 48 in. 


One of the most attractive Christmas 
tree items we have ever seen. Use them 
freely in your windows and _ interiors. 
Made of Princess Pine attached to '%- 
inch wallboard. with half-round natural 
cedar bases. Plenty of red berries. 


Prices start at $18.00 per dozen 


Write for Descriptive Circular 


W. C. HURLOCK 


1105 Taylor Ave. Drexel Hill, Pa. 








THAYER & CHANDLER AIRBRUSH 


ticular artist 


or Catalog 


ING & CHANDLER 
910 W.VAN BUREN ST. CHICAGO. ILL. 
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Survey Reveals Preference 
For Display Clinic 


Mar- 
ket Week held in New York City under the 
auspices of the National Association of Dis- 
play Industries a questionnaire was sent to 


Immediately following the Display 


approximately 500 out-of-town displaymen 
attended the Visual Merchandising 
purpose of the questionnaire 
general reaction to the 


who 
Council. The 
was to secure the 
program, which included addresses and dem- 
onstrations dealing with the relationship of 
display to such diverse subjects as the the- 
atre, packaging, helicopters, fashions, and 
television. 

The final compilation of the returns show 
that about 15 per this is re- 
garded as an excellent response and as a 


cent replied; 


convincing cross-section of opinion. The de- 

tailed questionnaire and the replies follow: 
1. | want more meetings of this general 

nature: yes, 97 per cent; no, 3 per cent. 

2. I did not like the meeting and would 

not attend again: 4 per cent. 
3. I like the title 

Council”: 85 per cent; 


“Visual Merchandising 
not replying, 15 per 
cent. 

4. I would like to see the following title: 
(suggestions ranged from Display Merchan- 
dising Council through Visual Sales Coun- 
cil, Visual Selling Council, Display Clinic, 
Display Promotion Council, Visual Mer- 
chandising Council of Retail Display and 
Display and Merchandise Council). 

I would rather 
“oet-together” 
21 per 


5. Instead of this meeting, 
that the manufacturers held a 
party: no, 79 per cent; not replying, 
cent. 

6. I would like the meeting to be followed 
by a social affair such as a cocktail party: 
yes, 25 per cent; no, 55 per cent; not reply- 
ing, 20 per cent. 

7. I think that the meeting should be held 
on (blank day and time) during Market 
Week: (the preference was for an afternoon 
session on a Thursday). 

8. I can and will use the printed summary 
material given me at the end of the meet- 
cent; no, 3 per cent; not 
18 per cent. 


ing: yes, 79 per 
replying, 

9. I think this printed material represents 
and money: yes, 3 per cent; 
not replying, 18 per cent. 


a waste of time 
no, 79 per cent; 

10. Indicate which presentation you liked 
best, second best, etc., from the viewpoints 
as listed: 


Most Has Ex- Will Do Will Help 


Informa- cited My Further Most in 

tive Curiosity Rese arch My Work 
Theatre 6 5 5 9 
Helicopter 4 16 8 | 
Packaging 12 3 9 9 
Fashion 33 | 7 43 
Television 12 25 yAS 7 


11. None of these presentations interested 
me: (none checked this). 

12. I would rather see fewer subjects on 
the program with each subject more fully 
, 42 per cent; no, 30 per cent; 
28 per cent. 


covered: yes 
not replying, 





13. If I were planning the program [ 
would include the following subjects (the 


suggestions were as follows, listed in thi 
order of preference): lighting; trends in in 
terior and window display technique; color: 
store and department planning; budget: 
new materials; postwar store architecture; 
sales promotion; design; display and store 
management; display advertising; drama- 
tizing display; fashion and color coordina- 
tion; simplified selling or self-service; mer- 
chandising methods; showmanship; institu- 
tional promotion; sales personnel training; 
education of buyers in relation to display; 
relation of display ideas to other industrial 
presentations; proper cooperation between 
display and management; art; visual mer- 
chandising coordination; motion; 
ogy; how displayman can acquire seat in 
executive meetings or plans in cities of the 
10,000 class. 

14. I believe that actual sales of 
chandising can be made through the device 
of visual selling: yes, 73 per cent; no, 1 per 
cent; not replying, 26 per cent. 

15. I will send facts and data relating to 
visual selling experiments to a fact-finding 
committee composed of display directors and 
members of the N. A. D. I. provided such a 
committee is formed, and provided the re- 
sults of all fact-finding are sent to me: 
yes, 67 per cent; no, 3 per cent; not replying, 
30 per cent. 

Everyone’ returning the 
filled in the space left open for general 
comments, and 39 per cent took the trouble 
to write special letters as well. 


psychol- 


mer- 


questionnaire 





Displaymen To Help 
With Retail Course 

The Washington Advertising Club on Oe- 
tober 4 started a course in retail sales pro- 
motion for the benefit of District of Colum- 
with two local display man- 
agers among the six executives delivering 
the lectures. The displaymen are W. Ar- 
thur Gray, Lansburgh & Brother, and Har- 
old Melnicove, The Hecht Company. The 
advertising club's announcement stated that 
the textbooks, exhibits and other material 
featured in the course were prepared in co 
overation with the National Retail Dry 
Association, The New York Times 
Newspaper Advertising 
Fxecutive’s Association, Milwaukee Display 
Club, Metro Advertising Associates, and 
National Association of Broadcasters. 


bia merchants, 


Goods 
Life, Bliss Displays, 


Talks On Display Contest 
Included In Speakers’ Tour 

Appearances at several regional organiza 
tional meetings for the Sixth War Loan 
drive were made during the first two wecks 
in October by Delos Walker, 
R. H. Macy & Co., and Ed Pulte, Jr., Mé 
Call's. Their subjects included the $115, 
000 national display contest, retail advertis- 
and similar topics 


vice-president 


ing, street decorations, 
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FIFTY YEARS OF MANNEQUINS 
[Continued from page 32] 
New York and 
sculpturer to be pre- 
through the Jas. B. 


lished a studio in became 
the first mannequin 
sented to the trade 
Williams company. 
Compared to 
today, 


lithe and streamlined 
beauties of these old 
were pretty clumsy creatures, in spite of the 
ecstatic claims of contemporary 
that “in the hands of an expert 
these figures can be made to assume all the 
the human figure.” At the 
were very fragile and hard to 
keep clean. A displayman had to be not 
only an expert and 
handy with the needle and make-up kit to 
keep his bevy of well- 
groomed repair. 

Furthermore, there dull 
about the glass-eyed, doll-like faces and the 
right foot for- 


our 
wax figures 
catalogues 
trimmer 
graces of same 
time they 


draper dresser, but 


waxen beauties in 


was a monotony 
inevitable three positions .. . 
ward, left forward, or facing straight ahead. 
Since the designs changed little from sea 
son to season, buying mannequins was pretty 
much like buying a pig in a poke, and long 
distance at that. Dot Williams tells about 
the time they phoned a rush order to Vienna 
for a thousand fine wax mannequins to be 
shipped against a letter of 
came packed in hundred lots. 


credit. They 


Imagine her 
ship- 


surprise on opening one of the early 


ments to discover one hundred mannequins 


with pretty Oriental heads. 


This was before Americans thought of 
thanking God for the Atlantic ocean, and 
to return them for exchange would have 


taken far too long. So Dot chopped off the 
heads, put American heads in their places, 
and sent the lot merrily on its way to her 
impatient customer. It may be a _ coinci- 
dence, but not long after this the Williams 
company decided they might as well start 
manufacturing their own mannequins. 

Up to this 
were the best things available for displaying 
fashions and all the finest New York shops 
used them. 


moment, these wax figures 


But they reserved the right to 


grumble. Development of stronger lights 
was bringing complaints from all sides 
about the melting wax. Plenty of manu- 
—Not spooks just 'Woodikins,"’ the flat 


wooden cutout figures brought out by Jas. B. 
Williams, Inc., in the early 1930s— 


DISPLAY WORLD 


facturers were asked to pay for merchandise 
ruined by this unexpected “drooping.” 
Perhaps the doom of the wax era cam« 
the week-end when Irving Eldredge, window 
Macy's, installed the 
shown 


manager of 
travel 
and went off to the country for a 


display 


masterful display herewith, 


caretrec 


vacation. It was a fine sunny week-end, 


but alas, the poor mannequins in the window 


were not meant for sunflowers. When 
Eldredge returned to Macy's on Monday 
morning, there stood his three lovely wax 


mannequins, so full of verve on Saturday, 
with chins 
The heat 
the heads drooped from their own weight. 
Small wonder, then, that Eldredge 
went to the Paris Exposition of Modern Art 
in 1925 found the 
their newest models in the 


resting sadly on their chests 


had softened the wax necks till 


when 


couture displaying 
Pavillon of Fle 


gance on some new composition mannequins 


and 


Siegel espe cially for the occa- 


them 


designed by 


sion, he ordered eighteen of imme 


diately. 
rather 


By today’s standards these figures 


were stark and unglamorous, with 


hair of the 
they 


their bodies, heads and same 


were not 
Eldredge 
proud to he the 


statue-like composition. But 
and they did not melt, 
Macy *s 


first to present them en masse in New York 


wax and 


and were mighty 


Williams introduced the first composition 


figures to be made in America These, de 


signed by Marvel, were lighter than the 
Siegel figures, and had glass eyes and re 
movable hair wigs. The finish and texture 


similar to 


were very present-day manne 
quins, and the price of each was $225. 

Not to be outdone, the German and Aus 
trian designers came out with composition 


figures, slightly heavier, with molded hair 


and painted eyes, equipped with slippers and 
stockings and neatly poised on a metal sup 


bobs, 


cloche hats, boyish bosoms, and modernis 


porting plate. In an era of shingle 
tic furniture, these mannequins did not look 
as grotesque as they do today in retrospect 
But they 
lines, some as high as 6 feet 4 
this didn’t jibe 
the up-going knee-length skirts. 
Skirts went 
filled out 


were built on rather monumental 


inches 
and needless to say with 
Then came 
down, 


the inevitable reaction. 


and figures and coiffures 


The “Karolettes,” designed by Schenker 
and presented by Williams in 1929, hadn't 
been much of an improvement over theit 


[Continued on page 81] 


Get sun-fading 
protection with 


Transparent 
SUN SHADES 


Bright sunlight ruins delicate colors 
of merchandise and display fixtures. 
TRANSPARENT SHADES help cut this 
waste. They insure constant window 
visibility and at the same time help 
protect display material from damag- 
ing sun rays. No need to use venetian 
blinds, canvas strips, or awnings that 
hide your windows. More than 100,000 
windows are now protected by TRANS- 
PARENT SHADES. 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


IMMEDIATE 
DELIVERIES 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 So. Broadway, Los Angeles 15, Calif. 











wi A PRIZE 


Contest closes November (5th. 
$1,500 in prizes. Come on, dig up 
a design. Make your pet idea be- 
come a reality. If you don't 
have the dope on this contest, 
WRITE TODAY. L. A. Darling Co., 


Bronson, Mich. 


DARLING 


DISPLAY DESIGN CONTEST 














SILVESSENCE 


A new pearly silver coating is now 

available. This finish avoids the dull 

metallic effect of many metal paints. 

(1) Water Soluble—may be diluted 
with water or glycerine. 


diluted with 


(2) Plastic may be 
LUSTRONE Thinner or “banana 
oil.” 
Prices f. o. b. Malden 
Water Soluble Plastic 


$2.75 per quart $3.00 per quart 
e 

LUSTRONE AAA Gold Paints 
SOLUTION “307”—crystallizing finish 


LUSTRONE Dyes—in concentrated 
solution 
a 


FINE CHEMICALS DIVISION 


IVANO INCORPORATED 


166 COMMERCIAL STREET 
MALDEN, MASS. 














CEDAR BAR 


e CEDAR POLES 
e BIRCH POLES 
¢ CEDAR SLABS 
e BIRD HOUSES 


e RUSTIC & BIRCH 
DISPLAYS 


e RUSTIC FURNITURE 
« 


RUSTIC FURNITURE 
is.) one. 


Phone—Day: 68—Night: 147 
WILLIAMSTOWN, N. J. 

















When planning your Fall and Christmas 
Decorations, Use Natural Greens; 


aS sae ere $5.00 per case 
Magnolia Foliage .......... $5.00 per case 
ge $5.00 per case 


Long Needle Pine Boughs....$5.00 per doz. 
ee 18c per yard 
Southern Grey Moss........ $2.50 per 10 lb. 
Your orders will have our personal attention 
and prompt shipment. 

Wire or write 


Caldwell The Woodsman Co. 


EVERGREEN, ALABAi-‘A 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 








DISPLAY WORLD 











York City headquarters to urge the purchase of War Bonds and Stamps. 
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—Maharam Fabric Corporation installed this display in one of the windows in the firm's New 


All the items shown 


were taken from stock— 


Western Cartridge 
Names Displayman 

George H. Juttemeyer, a displayman of 
Alton, Ill., has joined the advertising and 
sales promotion staff of Western Cartridge 
He will aid in ex- 
sporting 


Company, East Alton. 
tending Western's 
goods dealers and hardware retailers. 


service to its 


Canadians Light Up 
Their Windows Again 


After two years of display windows with- 
out lights, owing to wartime restrictions, 
stores in Toronto, Ottawa and Montreal 
were permitted display lighting as of Octo- 
ber 1. 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED BY 
THE ACT OF CONGRESS OF AUGUST 24, 
1912, AND MARCH 3, 1933 


of DISPLAY WORLD, published monthly at Cin 
cinnati, Ohio, for October 1, 1944 


State of Ohio, County of Hamilton. 


Before me, a notary public in and for the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the secre 
tary and business manager of DISPLAY WORLD 
and that the following is, to the best of his knowl- 
edge and belief, a true statement of the ownership, 
management, etc., of the aforesaid publication for 
the date shown in the above caption, required by 
the Act of August 24, 1912, as amended by the Act 
of March 3, 1933, embodied in section 537, Postal 
Laws and Regulations. 

1. That the names and addresses of the pub 
lisher, editor, managing editor, and business man 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; 
editor, R. C. Kash, 1209 Sycamore St., Cincinnati, 
Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 


2. That the owners of The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio, are 
H. C. Menefee, 1209 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Raymar Blvd., Cincin 





AMC Displaymen Witness 
Television Show 
Mer 


display 


Store executives of the Associated 
Corporation, including 
directors, were given a close-up of the pos- 
sibilities of television at Schenectady, N. Y., 
on September 29, 
staged by the General Electric Company of 
that city. 


chandising 


The elaborate show was 


Displayman To Teach; 
Formerly With Macy's 

Joe Martin has left the display staff of 
R. H. Macy & Co., New York City, in order 
to teach at Parson's School of Design. He 
will also do free lance art work. 


nati, Ohio; Stella Silverblatt, 729 S. Crescent Ave., 
Cincinnati, Ohio. 


3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none so state) 
There are no bondholders, mortgagees, or security 
holders. 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders, if any, contain not only the list of stock 
holders and security holders as they appear upon the 
books of the company, but also, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation tor 
whom such trustee is acting, is given; also that 
the said two paragraphs contain such statements 
embracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which 
stockholders and security holders who do not 
pear upon the books of the company as trustees, 
hold stock and securities in a capacity other than 
that of a bona fide owner; and this affiant has n 
reason to believe that any other person, assoc 
tion or corporation has any interest, direct or in 
direct, in the said stock, bonds, or other securities 
than as so stated by him. 


NATHAN SILVERBLATT, Bus. Mgt 


Sworn to and subscribed before me this 2nd day 
of October, 1944. 


ROBERT W. WELLMAN, 
Notary Public, Hamilton County, Ol 
(My commission expires August 11, 194 
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All Your 
DISPLAY 
NEEDS 
for 


CHRISTMAS 


Write for our com- 
plete catalogs of 
CHRISTMAS 


No. 3073 (Pictured Right 
FROSTED LANTERN SET— 


en pane wired Tf 


No. 1504 (Pictured Ab 
SANTA & REINDEER VAL- 
ANC 20 wide x |[5 na 


FLOWERS, ere ee 
PANELS, FIXTURES, rs on par 
PAPERS, $5.75 ca 





NOVELTIES 





No. 3007 (Pictured Above) HOLLY CELLO-BELL 
DROP—Glossy red or green leaves with clear 
bells, white or silver leaves — red bells, silver 


knockers, 36'' x 6. $10:95 each. 


No. 1503 (Pictured Left) XMAS WINDOW—4( 


} Jown ¢ Q4 

















Cf DISPLAY MANUFACTURERS MART, int. west 3 ot Creme 
ay 
rn ‘Luerpthing for Display vend al 
se 
vas 
of r a much wider selection from which to draw 
FE for their windows. 
oreign ews O ES “An afternoon walk down Hornby road, 
Mahatma Gandhi road and Colaba causeway 
Some controversy is noted in English dis- to examine the device at close range—and and then back again, soon furnished vise 
play circles over the question of whether or — at leisure proof that American display was in India. 
of not the production of paper sculpture units Qur esteemed contemporary, Display, the “By aan the finest displays were those at 
der violates the stringent paper conservation English publication, reports that a number Fraser's and the Army and Navy Stores, 
He laws. No decision has been made by the of London and suburban stores are dis- Where one saw window displays of prewar 
government, and in the meantime some play-less these days due to robot bomb London, but with the advancement of years 
paper sculpture is being produced, although blasts. The government is giving priority @ Well. Fraset s already had their spring 
nothing near the quantity used in the United — for the supply of glass and labor to residen shows in full swing, and very neat they 
wa. States. English display authorities predict tial property. One store in central London looked One window was showing latest 
vast use of this medium once the paper re- has removed the glass from all windows in dainty sports gear lor women, aptly placed 
and strictions are lifted. secondary streets to provide material for were tennis racquets and balls, whilst the 
a The British Display Association is laying the main frontage. Another in the same man could be clothed completely in his win 
ite) plans to aid displaymen returning from street has replaced windows (blown out “ow, including his stick and travelling bag 
i military service. three times) by showcases from the interior complete tor a journe; 
sie From Lisbon comes the report that the The following report on display technique “Baby also had a good show of ‘Nursery 
rity German propaganda displays in that city no in India was written for Display by Air Needs. Other windows showed shoes and 
ee longer show scenes of robot bombs flying craftsman Leslie A. Fossey, formerly an various other accessories of goods one finds 
the over the Channel. Instead there is por english displayman in a departmental stor The Army and 
Are trayed a series of so-called “Scenes from “How many of us have ever given thought Navy Store wore the laurels that week; 
“fot English Life.” A typical example shows the to India as having a display or advertising there was good grouping and presentation, 
tt é interior of a London tavern, with an Angeli world of her own Popular conception gen- and a touch of extravagance showed that 
ae can clergyman about to indulge in a tankard erally regards Indian cities as merely ba there was no meanness in expenditure on 
hich of beer. The caption reads: “Disrespect. for zaars and market stalls with no big stores display accessories very possible thing 
bees, his cloth!” Over the whole photograph is or shops li, however, vou will travel in from grocery to furniture and sports gear 
are scrawled in red a most peculiar protest to imagination with me for half an hour, you were well displayed Natural surroundings 
x come from Germany: “Heresy!” will realize that we, and not the Indians and foliage helped greatly to create a cor 
Crowds attended a “Battle for France” have something to learn in display tech rect atmosphere tor the merchandise, and 
exhibition in London recently, to inspect nique. snappy slogan cards and price tickets neatly 
i 3000 square feet of photographs taken of “T was recently able to spend fourteen placed put a finished touch to the windows 
tl Invasion. \nother attraction was a days’ leave in Bombay, one of India’s largest Inside the store, in lanes of carefully at 
scale model of the robot bomb, with which — cities, and found that stocks of goods and ranged goods, nothing had been spared 
a) most Londoners have had more or less pass- display materials are not nearly as short as even to displaying packets of sweets in 


194 Ing acquaintance; it was a welcome change back home, and the local displaymen have novel ways on chrome and glass ‘Runway’ 
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DISPLAY WORLD 


Christmas Displays» » 


TRADITIONAL AMERICAN 


SPIRIT 


“Binch relief PAPIER-MACHE Christmas Displays 


THESE DISPLAYS ARE FULL OF ACTION.... 


BEST DESIGN 


AND WORKMANSHIP. PICTURE ABOVE SHOWS ACTUAL 


PHOTOGRAPH OF DISPLAYS. 
(ole) We) -t--) V 4 ae Cl a 


MANUFACTURE AND SELL DIRECT TO YOU. 
ORDER EARLY AS WE HAVE A 


PAINTED 
» 40" LONG, 3” RELIEF. 


IN BRILLIANT OIL 
WE DESIGN, 
PLACE YOUR 


LIMITED NUMBER OF SETS 


AVAILABLE - PR/CE #/8.00 EACH OR $35.00 FOR SET OF TWO, 


F.0.B. ATLANTA. NO EXTRA 


CHARGE FOR CRATING. 


ae Wells, Manutacturer, 853 N. Highland Ave Atlanta Ca 


MANNEQUINS 
by MILEO 


Come see the new 
Mileo line. Artistically 
conceived and created. 
Right in the 


style trends, 


current 
And never 
forget that 


MILEO 
MANNEQUINS 
SELL 
MERCHANDISE 

e 


P. 0. MILKO 


7 WEST 36th ST. 
NEW YORK, N. Y. 
Just off Fifth Avenue 














Do your manikins look 


different—, LATELY? 


They do if you are using our 
marvelous new cleaner— 


refresh 


The assurance of absolute safety in 
using REFRESH to restore the original 


lustre is mighty important. Convince 
yourself by trying this reliable new 
product. Ask your fixture dealer about 


REFRESH or write us direct for a free 
sample. You'll like it. 


Quart $1.25 Gallon $4.00 
Everett M. Bridge 


991 Main Street Buffalo 3, N. Y. 


Keep your manikins looking tip top, use 

our complete service. Wigs cleaned and 

redressed. Repairing and refinishing mani- 

kins is our specialty. We have shipping 
boxes for the asking. 





| 
| 








DISPLAY YOUR 


CHRISTMAS TREE 


THIS YEAR WITH A 


REVOLVING STAND 
With Lights Flashing 


M. Moister & Co., Mfrs. 


merican é ising Sun Ave., Phila., Pa. 
A & KR s A Phil P 














For Victory 
Buy U. War 
STAMPS and BONDS 
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Each department was arranged s 
betwee 


stands. 
that there was no sharp contrast 
the various articles for sale, and aiter pass 
ing the clothing department, on 
walked into a wonderland of rustic bridge 
and flowers, and saw 
water. Also displayed were cricket, 
hockey, badminton and other sports gear. 

“Leather goods were in good supply, an 
displayed in well-lit oak cabinets of fu 
turistic designs. 

“My thought on leaving this store was 
chief 


sports 


canoes in cellophan 
tenn 


‘The displaymen here are the sales 
men.’ 

“Mention of drapery and 
been purposely omitted because it was not 
the biggest stores that showed it to the best 
but the native Indian, famous fo: 
silks and_ his 


materials ha 


advantage, 
centuries for his woollen 
cloths (and truly lovely they were) who 
made the master job. Walking down th 
side roads, I passed dozens of Indian met 
chants’ lengths 
of cloth in hundreds of designs and colors 
woven into one great 
most colo1 


shops, each one showing 
all crossworked and 
pattern. This was one of the 
ful sights I have ever seen, and to those 
at home it would be almost unbelievable. 

trade is very backward in de- 
and the only 


“The shoe 
veloping display ideas out here, 
firm with initiative in this direction is the 
Bata Shoe Company, who are attempting to 
get the Indian interested in mass-produced 
footwear. The window displays are, how- 
‘More the Merrier’ type, 
with pot plates and strips. 

“Kodak, Ltd., is utilizing western 
for illustrating the part that Kodak appa- 
playing in this war, and_ photo- 
graphs displayed on fancy cards are an 
added interest to their windows. 

“The West End Watch Company cleverly 
display their watches on highly 
polished light oak; I can not 
a window of this type even in 
American Bureau of Infor- 
knocker, telling 


America is do 


ever, of the packed 


idé¢ as 


ratus is 


strips of 
recall ever 
having seen 
England. The 
mation is right on the 
everybody that passes what 
ing in the war.” 


Display Highlights 
From Here and There 


one section of windows at McCreery’s 
New York City, 
to puppet shows staged every 
hour; featured were humorous happenings 
from 1837 to 1918. Other windows used his 
torical and settings. The 
was the 107th anniversary. Georg 
Wells is display director. 

at Jackson, Mich., actual workers weld- 
ing aluminum tanks for bombers were shown 
Consumers Powel 


was devoted for two weeks 


hour on the 


props occasion 


ste yre’s 


in large windows of the 


building. The show was put on by tii 
Sparks-Withington Company and the Jack 
Committee. 


son Citizens Manpower 


actual costumes from the pictur 
“Wilson” were the center of interest im 4 
group of windows at Thalhimers, Richmond. 


when the show had its premiere in that cit) 
Homer Kephart directs display. 

Mark Bieler, Bonwit Teller, Phula- 
delphia, used blowups of wood cuts from the 
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new perfume called “Fabulous.” 
. the same theme was used by Edward 


’80s to highlight a series of displays for a | 


Jallenger for Bonwit’s New York store; the | 


blowups were framed in gold on 
covered with red velvet for the backgrounds. 
“Fabulous” old jewelry made another tie-in 
with the theme. 

. Malcolm J. B. Tennent used cut-out 
letters 12 inches high for the names of fa- 
mous stylists when Meier & Frank, Port- 
land, Ore., devoted all the store’s windows 


panels | 


to displays featuring such names as Dache, | 


Hattie Carnegie and the like. 
. to show its employees the selling in- 


terest of garments they make, Munsingwear, | 


Inc., Minneapolis, uses two window displays 
in the recreation the 
changed monthly. 

. a $30,000 model of a floating drydock 
went into one of Macy's windows in New 
York as part of the store’s tribute to the 
American Merchant Marine. The model 
weighs 2,500 pounds and a _ rigging 
from a local shipyard company handled the 
installation. <A liner 
peared. Irving Eldredge has charge of win- 
dow display. 

. Sam’s Cut Rate, Detroit, helped meet 
its personnel problem by a billboard type 
display on “Help Wanted” lines. William 
G. Toll is display director. 

... Hive models appeared in the first win- 
dow fashion show at L. Bamberger & Co., 
Newark, in connection with the opening of 
the Budget Fashion Shop. A 
fashion commentator described the apparel 
at each of the three 
day. Morris Rosenblum directs display. 

... paper sculpture was the principal dis- 
play medium used by John Rosenberg, Abra- 


room: windows 


crew 


model of a also ap- 


store’s new 


showings given each 


ham & Straus, Brooklyn, for a tie-in with | 
The sculp- | 


the Kings’ County Victory fair. 
tured properties included vegetables, corn, 


jars of preserves, and other objects typical } 


of such fairs. 

. original costumes 
served for display interest in Macy’s win 
dows when “Frenchman's Creek” opened in 
New York. Backgrounds were formed by 
blown-up scenes from the show; pale red 
and green lights were used by Irving Eld- 
redge for illumination on the scenes. 


NEW YORK DISPLAY 
[Continued from page 13] 
“Something is happening in Fashion” was 
the pronouncement accompanying the white 
poster square with the teletyped news text 
pointing out that “New York Fashion Open 
ings show delightful new ways of dressing. 
. Inspiration—new, important, graciously) 
feminine hats.” 
plays which appeared as elevated ledge trim 
in the departments at Lord & 
Taylor's were effectively handled’ by 
ert Riley, director of interior displays, si- 
multaneously with the store-wide promotion 
of Edwardian the 
wardroke. The black silhouette was thrown 
into relief by a spotlight concealed in the 
lower part of the case. The feminine luxury 
adjuncts of a pink silk rose, 
and jewelry 


These five similar case dis 


accessory 


Rob- 


influence in season's 


large bag, 


gloves, handkerchiefs were 


placed at opposite corners against the black | 


backwall of the glass case. 


from the picture | 


are | 
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'OLLY SANTAS. 


SANTA CUT-OUTS 


—— WITH EASEL BACKS —— 


YOU'LL FIND GOOD USE IN MANY PLACES THROUGHOUT YOUR STORE FOR THESE 
HEAVY DISPLAY MATERIAL PROCESSED RED, 


FLESH, 


LIGHT BLUE AND DARK BLUE IN THE THREE SIZES LISTED BELOW. 








THE REYBURN MANUFACTURING CO., INC. 


SHOWROOMS: 8 W. 36TH ST. 


X4419, SIZE 43” HIGH—PER PKG. OF | 
X4420, SIZE 21” HIGH—PER PKG. OF 3 
X4421, SIZE 12'' HIGH—PER PKG. OF 4 





BUY THEM FROM YOUR WHOLESALER 


PHILADELPHIA 32, PA. 
NEW YORK 1100 SO. WABASH AVE. 





CHICAGO 

























BROWN, 


$2.50 
$2.50 
$1.95 















For Sale 


2—10' high Giraffes 


2—Life Size Water Buffaloes 
3—Life Size Camels (lying down) 
3—Life Size Camels (standing) 


|—5' high Elephant 
3—Pigmy Rhinos 


The above good for Walk-Through Shows, Circus Displays, etc. 


Messmore Damon Studios 


400 W. 


|—Zebra 4' high 

1—Life Size Polar Bear 
1—12' high Jumbo Elephant 
|—Indian Group life size 


American Indians 


I—Jack & Jill about 7° high 


Write for Prices 


27th ST., NEW YORK CITY 






























For Victory 


Buy U. S. War 


STAMPS and BONDS 











| 155 SPRING STREET 


SHEET SIZE 26” x 40” FOR 


Display Backgrounds and Paper Sculpture 


MARQUARDT & COMPANY 
Display Paper Division 
NEW YORK 12 





























MODERN 


HANGERS 


of PLASTIC 
a 





These beautiful hangers are made of cellulose 
acetate, have non-slip notch to prevent gar- 
ment falling from hanger. The supply is 
limited, so order yours now. 


SIZE DIVIDERS 


To Make Selling Quicker, Easier 


16 








Size control made eusy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 2%4'° diameter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 10 

12” high by 4” wide. Either style, each... c 


NATIONAL HANGER CO. Inc. 


$45 EIGHTH AVENUE NEW YORK, N. Y. 











MATCHLESS BEAUTY 


to make your displays 
stop the passer-by 


FLOCK 


THE MODERN DISPLAY FINISH 


There is a dignified beauty in flock 
finished displays that can be obtained 
with no other display finish. 


Here is a finish that is both economical 
and time-saving. You can get FLOCK 
in a wide range of colors to meet any 
design or seasonal treatment. 


® 
BE SURE TO USE 


M-L FLOCK 


FOR BEST RESULTS 


HYBRS-LIPMAN 


WOOL STOCK COMPARY, Inc. 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 




















| 
| 
| 
| 
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Company Enters Field 
Of Stock Display Items 
Doerr & Associates, Ports- 
makers of 


Ed Doerr, of 
mouth, Ohio, for many 
custom-built specialty displays and window 
backgrounds, announces the entry of the 
firm into the field of stock display items. 
Doerr plans to specialize in the department 
store and specialty shop trade, with artis- 
tically designed center pieces and interior 
ledge displays. 

The company’s includes 
equipment manufacture 
stantial pieces on a mass production basis 
and is at present expanding into 20,000 
square feet of floor space. In addition to 
the factory, the company is served by a 
sales office in the Talbott building, Dayton. 


years 


all the 
sub- 


factory 
necessary to 


Tailored Woman Reappoints 
Powers As Display Head 


Following the resignation of Stanley John- 
son, Mabel Powers has been reappointed as 
display manager for The Tailored Woman, 
New York City. She had previously served 
as display head and more recently in an ad- 
visory capacity. Johnson has not announced 
his future plans. He was formerly 
ciated with B. Altman, Saks-34th street, and 
Bonwit Teller, all of New York. 


asso- 


Store ''Video'’ Windows 
Designed By Donald Deskey 


The windows shown below were designed 
by Donald Deskey, noted New York indus- 
trial designer, for The Television Work- 
New York City, at the request of 
Irwin A. Shane, director. Recessed from a 
store’s building line, the new style windows 
permit ample space for people to view the 
video windows without im- 
peding sidewalk traffic, the difficulty which 
Bloomingdale’s encountered when the store 
attempted window television in 1939, 

The Deskey 


with an 


shop, 


screen in the 


also designed 
which 


windows are 


automatic masking device, 
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Specially de- 
signed sound apparatus projects sound only 
within the limits of the arcade space. 


permits daytime television. 


The screen shown here is only 18 by 24 
inches in size, which is the largest yet prom- 
ised by the equipment manufacturers for 
immediate postwar availability. The win- 
dows, however, are designed to accommo- 
date screens which are 3 by 4 feet. 

The windows here are the first 
practical designs for window television to 
be offered department stores. Donald 
key, who is well known for his window and 
interior designs, recently prepared the de- 
signs for postwar Schulte Stores. Deskey 
has also pioneered in projected television, 


shown 


Des- 


being one of the first proponents of large- 
screen television. 


Reconversion Is Theme 
Of Packaging Catalogue 


Reflecting the new interests of the thou- 
sands of packagers who put America’s mer- 
chandise into all types of containers, the 
1944 Packaging Catalogue is keyed to the 
theme of reconversion. The 1944 edition is 
especially noteworthy as it projects the great 
wartime advances of packaging into the 
postwar era. 

The entire first section of the catalogue 
is devoted to the subject of reconversion in 
all of its ramifications. Noteworthy is an 
article by a War Production Board official, 
outlining a timetable for the reconversion 
of various materials to peacetime uses. 

All of the wartime progress in packaging, 
including the many new uses of paper, the 
new protective wraps and coatings devel- 
oped for global warfare, the new shipping 
packages and treated in the 
1944 catalogue. 

Included among the material is the topic: 
“Package and Product Display in the Store.” 


devices are 


The new catalogue is 9 by 12 inches, con 
tains more than 750 pages, is case-bound in 
tan leatherette. 


eign, 


Price, $2.50 per copy; for- 
$3.50. 
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FIFTY YEARS OF MANNEQUINS 
[Continued from page 75] 
wax predecessors, except that they did not 
melt in the sun or spotlights. 

Neither had the “Woodikins” which burst 
upon the world in the early 1930s. In those 
depression years the most attractive thing 
about them was the price—$10 each. When 
those seemed too flat and charmless, Wil- 
liams brought out “Modettes,” composition 
figures in half relief. When their novelty 
had faded, both of these new ideas faded 
into oblivion, but not until they had awak- 
ened in hundreds of stores the desire to use 
mannequins regularly. 
were fashion 
and stylists were 
pointing up the importance of coordinated 
color and good taste. A change was due 
in mannequins to express the 
and shape of fashion. 


By now, the better stores 
conscious in a big way 


new mood 

It came in the glamorous new Cora Scovil 
mannequins, which Williams first presented 
in the early 30s. These quite revolution- 
ized the whole philosophy of fashien dis- 
play. Here were neither dolls nor statues. 
These were real women of the day, styled to 
represent famous movie 
ciety types. Still they were 
copies of the human anatomy. 


actresses and 
not 
The bodies 
were stuffed and flexible, covered with glove 
silk. They had long silk floss eye lashes 
and hair, and plastic fingernails. When 
these new-fangled creatures made their first 
appearance, in Russek’s big corner window, 
I believe it was, they set the whole town 
talking. 

Soon after, Bonwit Teller requested a 
special series of mannequins designed for 
their new Fifth avenue store. Williams and 
Scovil again delivered, and the latest phase 
of modern mannequins was soon well under 
way. It’s hard to realize that this was as 
recently as 1936 and that up until then 
Bonwit’s had been using no mannequins, 
only dress forms. 

This the Williams 
began making a less expensive line of man- 
nequins in their own factory in Brooklyn. 
Dot Williams took a look ahead and 
decided a new era was dawning in fashion 
display, and not being one 
let nature run its 
speed the sunrise. 
should be shown in a proper 


SO- 


slavish 


same year company 


long 


to sit idly and 
she decided to 
vital creatures 
setting, to give 
them the aura of exclusiveness and glamour 
which their fine 
styling deserved. 

So she Eleanor Le Maire to 
create this appropriate atmosphere in the 
Williams showrooms, which up to that time 
had been, like other display showrooms, a 


course, 
These 


sculpturing and = creative 


called in 


Elea- 
nor Le Maire, who had already won wide 
recognition her architectural 
color in store design, and for her creative 
methods of fashion presentation,  trans- 
formed the whole lower floor of the Wil- 
liams establishment into a “presentation” 
of the mannequins and fixtures and of idea- 
ful settings. 


place to show and sell merchandise. 


for use ot 


She drew on her knowledge of the theatre 
and of fashion. Instead of hiding the fine 
sculpturing of the 
tional clothes, 
draping. 


mannequin in conven- 
introduced imaginative 
She used dramatic lighting effects 


she 
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686-690 GREENWICH ST. 





V Ne & "7 


A MUST FOR XMAS AND ALL DISPLAYS 


Complete NoSeam Color Catalogue Sent Upon Request 


Send for our 1944 XMAS CATALOGUE featuring many new and attractive 
PANELS—NOSEAM PROCESSED DESIGNS—26" WIDTH 
PAPERS—TUBES—SHEETS 


COY, DISBROW & CO,., Inc. 


DISPLAY DIVISION 


Buy Bonds and Buy Victory 


IN 841," and 
107” WIDTHS 


Available for 


Immediate Delivery 


NEW YORK 14, N. Y. 











beauty and 


could 


the mood tor glamour 
as no. glaring spotlights do. 
Thus, skillfully and pleasantly, the visitor's 
interest the idea of the 
mannequin and, at the same time, ideas for 
the manner in which they could be presented 


to get 
ever 


was focused on 


to best advantage. 

The results were electrifying, for this was 
before the New York World’s Fair and 
nothing like this had yet been seen around 
these parts. Here was something new and 
exciting, not only in the way of mannequin 
design, but in the manner of presenting it. 


Display people from all over the country 
formed the habit of dropping in, whether 
they needed anything or not, just to see 


what was new in the field. 

It became Williams’ policy to change these 
“presentations” twice yearly; each new in- 
stallation is planned to include the newest 
ideas not only in mannequins and display 
but in materials, lighting, 
Here is “visual merchandising” 


fixtures, colors, 
and design. 
practiced by a firm that has been among the 
Except that 
further 


most active in preaching it. 
Dot Williams likes to think 
ahead. to the time when the visual merchan- 
the “director of presentation” 
believes, Eleanor Le 


even 


will be 
. for 
Maire, that this is an even truer expression 


diser 
she with 
ot the job to be done. 
“Custom-styled” mannequins, introduced 
by Williams three took 


quin development another great stride for- 


vears ago, manne- 


ward. Created in the studios of Mary 
Brosnan, sculptured by her associate, Kay 
Sullivan, these mannequins combine great 


individuality and versatility. They combine 


the lightness of papier mache with the 
strength of plaster composition, and are 
cleverly designed to allow an infinite va- 
riety of combinations of heads, legs, and 
arms in attractive, real-life positions. In- 


stead of relying on one designer, many out- 
standing talents in the fashion and display 
fields have been called on to cooperate in 
styling features, faces and hairdos, so it is 





More than 50 
easy -to- follow 
sketches to 
help you in- 
crease your 
sales through : 
better displays. RR 





Ask Your Display Supplier for o 
free copy of DISPLAY DIGEST 
or Write to 
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For Victory 
Buy U. S. War 
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FOR SALE 


Christmas Mechanical Toy Window. Christmas Plaster 
Set-Pieces (assemble to your own requirements). 


For full details write or wire 


ANDREW MATZER, Display Director 


Rollman & Sons Co., Cincinnati 


A New York Manufacturer Wants Live 
SALESMEN 


with direct contacts and following among 
various retail chain store trades whose 
headquarters may be in New York City 
or other large centers. Offering a proven 
line of display decorations for current 
and seasonal times for windows and inte- 
riors. Correspondence invited and treat- 
ed in utmost confidence. Not a “one 
time sale” but a permanent connection. 


Address “‘T. C.” 


Care DISPLAY WORLD 














Att. Mr. J. Grodzin, Mgr. 


LIFE-SIZE ELEPHANT FOR SALE 


Very natural, automatic trunk movement, with monkey on back and 
clown on the head. Elephant is about 5 feet 4 inches high. Adjustable. 
Great display attraction for large window. Cost $1,000, but will sell at 
great sacrifice. Any reasonable offer will be accepted. 


ZION DEPARTMENT STORE 


Zion, Illinois 


HEAD WINDOW TRIMMER 


For Big City Women’s Shoe Chain 


Must have wide experience in trimming 
and installing smart, sophisticated wom- 
en’s shoe windows. Should be executive 
capable of taking complete charge of 
window trimming staff. Excellent per- 
manent opportunity for a man who takes 
pride in fine window work. 


Address “K. N.”’ 


Care DISPLAY WORLD 

















What’s Your Postwar Future? 


Now’s the time to plan for your place 
in the forward march of display. Thou- 
sands of stores will require new fixtures, 
new displays, and new merchandising 
ideas. Some of their needs can be filled 
now—the balance after final Victory. 

Our postwar plans call for direct sales 
representation throughout America, and 
a broadening of our extensive lines of 
display materials, construction & fixtures. 

If you’re capable of earning at least 
$5,000 per year, but want to earn more; 
if you're looking ahead to future secur- 
ity, then perhaps we should talk this 


over. Tell us of your experience in dis- 
play and how you think you can “fit into 
our picture.” All correspondence strictly 


confidential. 


MARCUS WINDOW 
DISPLAY SERVICE, INC. 


110 Lincoln St. Boston 11, Mass. 


DISPLAYMAN WANTED 


Here is an attractive position for a capa- 
ble, experienced displayman. This _ posi- 
tion is steady, the store modern, environ- 
ment good. Business references with the 


first application. 


Fine Bros.-Matison Company 
Hattiesburg, Miss. 


WINDOW TRIMMER WANTED 


For full time. One able to plan and build 
artistic backgrounds for women’s apparel. 
Send all details to 


BURT’S, INC. 


1101 Euclid Cleveland, Ohio 








MEN WANTED 
who understand mannequin making fac- 
tory work. Wonderful opportunity with 
fast-growing Chicago concern. 
Address “N. A.” 
Care DISPLAY WORLD 




















SALESMEN 


One of America’s progressive display 
manufacturers planning present and post- 
war expansion has several openings for 
high-grade salesmen with proven records 
in the sale of display materials and dis 
play fixtures. A real opportunity for men 
with vision. Must be able to travel in 
exclusive assigned territories. Liberal 
commission and substantial expense ac- 


count. 
Address “‘M. G.” 


Care DISPLAY WORLD 





WANTED 


CABINET MAKER for New York posi- 
tion. Great opportunity for man _ with 
knowledge of window display business 
and creative ability. Give age, qualifica- 


tions, etc. 


Address “‘F. S.” 
Care DISPLAY WORLD 


Home Study 
“LESSONS IN WINDOW DISPLAY” 
A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Ill. 











WINDOW DISPLAYMAN to handle 
piece goods, home furnishings, men’s 
and women’s wear. State age, qualifi- 
cations, salary expected in first letter. 


Address “BOX SS” 
Care DISPLAY WORLD 




















POSITION WANTED 
Window display manager; highly specialized in 
all phases of modern displays; now employed. 
A-1 references, draft exempt; advertising and 
sales promotion ability. Will consider postwar 
position with reliable store. 


Address “L. M.” 
Care DISPLAY WORLD 


ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this leng-established school. Common school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ANVERTISING 
1315 Michigan Ave., Dept. 2664 Chicago 














ADDITIONAL OPPORTUNITY EXCHANGE ADS ON PAGE 54 





CORRESPONDENCE INSTRUCTION—In Win 
dow Display, Advertising and Card Writing 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Il. 
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—Here is a candid snapshot of Dot Williams, 


Mary Brosnan, a Brosnan mannequin, and 
Eleanor LeMaire talking things over. . . . Below, 
the Jas. B. Williams plant in Brooklyn— 


possible to keep on producing, indefinitely, 
exclusive types for different shops or differ- 
ent localities. 

The founder of this never 
dreamed he was headed toward making 
glamour fashion mannequins when he start- 
ed making fixtures a half century ago. James 
Brandon Williams was a photographer and 
a sort of amateur inventor. One day he 


business 


designed a tolding bamboo hat rack for a 
friend, and the first thing he knew he was 
in the fixture business. The next thing he 
knew, his daughter Dot was in the business, 
too. Not long after, a young salesman from 
another fixture house joined the Williams 
organization. That was Ralph Adler. The 
first thing they knew, he and Dot Williams 
were married. At the close ot World War 
I, Bernard Oestreicher came into the busti- 
ness. 

Mr. Williams died in 1928. The other 
three carry on, Dot Williams as president 
and treasurer, Ralph Adler as secretary, and 
Bernard QOéestreicher as vice-president and 
plant manager. 

The business has grown in these fifty 
years from the little factory in a made 
over house at Fourth and Greene streets to 
one with annual sales of $3,000,000. It has 
its own modern factory in Brooklyn, and an 
extensive showroom at 498 Seventh avenue 


in New York. 


DISPLAY WORLD 


But if you corner any of these three who 
have brought it through this period of 
changing concepts and widening horizons, 
youll find it difficult to get them to talk 
about the past. They don't even say much 
about the war work they've been doing, 
though they perfected and have been making 
for some time a special plastic innersole 
which has been invaluable to our soldiers 
in the South They will talk at 


leneth, however, of the fine job which dis 


Pacific. 


playmen have done in this war, both in the 
They 
are immensely impressed with the forward- 
looking 
sponsored by the National 
Display Industries, of which Ralph 
is president. 


armed forces and on the home front. 
discussions at the recent forum 
\ssociation of 


\dler 


The future is what they like to valk about 
about the great opportunities it will 
offer to display 
the interesting trends already showing 


people everywhere; about 


toward more humor, more fantasy, more 
ideaful presentations; of the increasing 
number of women in the field, which 1s 
good; of the greater importance of interior 
display in postwar merchandising; of the 
trend toward softness in display materials 
Already they 
new ideas using plastics, wood, and leather. 


and design. are developing 

But there is a larger aspect to their view 
of the future, and that is the challenge of 
the wonderful new inventions in services 
and commodities which a return to peace- 
time standards will make it possible to de 
velop. There will be new kinds of clothes, 
hew types of houses, new Ways to earn a 
living, new fashions in entertainment, new 
channels of culture and education, new pat- 
terns of community life. 


Display will meet its greatest opportunity, 


its greatest responsibility, in presenting 
these new ideas and helping them take hold. 
The recent Lord & Taylor windows on how 
the vote you cast in an election affects your 
home, your food, your clothes ... in fact, 
the way you live ... is a case in point. 


Mannequins of the future will live a 


broader life. They will no longer pose 


prettily merely to sell fashions. Their hori 
zon has broadened, as has every aspect ot 


the postwar world. If you think display has 


made great strides in the past fifty years, 
and the folks at Williams certainly do, they 
say just wait until vou see what happens by 


1994, 
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Display Director 


Large retail chain organization of 
over 100 fashion shoe stores, with 
executive offices in New York City, 
offers attractive salary with splen- 
did opportunity to creative display 
executive capable of taking full 
charge. 
salary. 


Address ‘‘P. F.”’ 


Care DISPLAY WORLD 


State experience, age, 








SNOW!! ICE!!! 
FOR DISPLAY EFFECTS 


Very Effective and Natural—Good Coverage 
—Will not breed vermin. 


By the Makers of 


COLO-CAL 


The Colored Mineral for Display Purposes 
In Fine and Rock Crystal Form 


MALROS COMPANY 


136 Fifth Avenue New York City II 














OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


MADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 





Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch— CASH WITH ORDER 




















Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE | 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are inteersted. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail | 
yourself of our service facilities without cost | 

| 
| 





or obligation. This service includes an analysis 
of any display problem. 
{] Air Brushes | 
{| Airpainting Equipment | 
} Animated Signs 
(} Artificial Flowers 
Artificial Snow 
Backgrounds 
|} Background Colors 
{|} Background Coverings 
Brushes and Pens 
|} Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
{} Cut-out Letters 
] Cutting Machines 
| 


[] Decorative Papers 
] Decalcomania 
| Display Furniture 
Display Forms 
) Display Letters 
Display Racks 
Drawing Boards 
[] Dye, Rug and Carpet 
{] Enlarging Projectors 
(} Fabrics and Trimmings 
[}) Fixtures 
(|) Flags and Banners 
(] Foils 
] Glass Specialties | 
(| Grass Mats 
(} Hosiery & Shoe Forms 
{] Invisible Glass 
(] Lithographed Displays 
[] Mannequins | 
{]) Mouldings 
{] Metal Sheets 
[] Millinery Heads 
} Motion Displays 
[] Motion Mechanisms 
|] Natural Foliage 
{] Pageants & Exhibits 
{) Paper Sculpture Displays 
{] Plaques (Window) 
] Papier Mache Specialties | 
) Photographic Blowups 
) Plastics | 
) Price Cards—Tickets 
Price Ticket Holders 
{} Ribbons | 
{) Sale Banners | 
) Socks—Window | 
) Show Cards } 
{} Show Card Colors 
) Show Cases | 
] Show Case Lighting | 
) Signs—Card Holders 
Signs—Brass—Bronze 
{}] Signs—Electric 
Sleeve Forms 
Store Designing 
Store Equipment 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Veneers (Imitation) 
Wall Board 
Wigs 
)] Window Lighting 
[] Do you wish a copy of their catalogue? 
[} Do you plan to remodel your store soon? 
[] Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 


Firm , ; | 


Display Manager 
Street 
City State 
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OCTOBER, 1919 

W. C. Tormey became display manager 
for Best & Co., New York City, following 
the resignation of James R. Trewhella. Tor- 
mey had been on the display staff of Abra- 
ham & Straus, Brooklyn, for several years. 

The following were officers of the Asso- 
ciated Display Men's Club, St. Paul: presi- 
dent, H. E. Bartlett, The Golden Rule; 
treasurer, B. J. Millward, Mannheimer 
Brothers; secretary, Thomas Leslie, M. L. 
Rothschild & Co. 

George H. Cote of Nashua, N. H., took 
over display for Osborne, Norman & Zahn- 
iser, Erie, Pa. 

A. W. Mallet, formerly assistant to Her- 
man Dulz, display manager for Blooming- 
dale Brothers, New York City, resigned to 
join the display staff of R. H. Macy & Co., 
of the same city. 

W. F. Reid became display manager for 
LL. S. Donaldson Company, Minneapolis. He 
had been in a similar post with T. S. Martin 
Company, Sioux City. 

Howard Oehler was made assistant to 
R. C. Hawley, display director for Wie- 
boldt’s, Chicago. 


OCTOBER, 1934 

L. K. Kelley, for the past five years dis- 
play manager of The Boston Store, Chicago, 
died after a brief illness. He had formerly 
been with Saks-Fifth Avenue, New York 
City, and The Hecht Company and Wood- 
ward & Lothrop, Washington. During his 
residence in Chicago he took an active part 
in the activities of the local display club, at 
one time serving it as treasurer. 

M. E. Dawley, who had been general as- 
sistant to the president of Montgomery 
Ward & Co., Chicago, was named head of 
the company’s display division. The change 
made it possible for Carl V. Haecker, who 
had directed display for Montgomery Ward. 
to spend more time in the field. 

Leo M. Van Coutren, who had been in 
charge of display for Nugent's, St. Louis, 
took over a similar position with L. D. 
Roberts Company, a new firm in the same 
city. 

Prize winners in the “Cinderella” dress 
display contest were: first, E. Fay Brown, 
Hartley's, Fairmont, W. Va.: second, J. J. 
Hughes, FE. H. Edwards & Sons, Buffalo. 
Special prizes were awarded to EF. S. Lie- 
berman, Rich's, Atlanta, and G. A. Rein, 
\brahamson-Bigelow Company, Jamestown, 
New York. 

The German Display Association  an- 
nounced an “International Display Confer- 
ence,” to be held in Berlin in 1936. 


Interior Display Head 
Appointed By McCreery's 

Formerly with Abramson’'s, Flushing, L. I., 
Peter Libery has accepted the post of inte- 


rior display manager with James McCreery 
& Co., New York City. At one time Libery 
operated a display studio in Youngstown. 


OCTOBER, 
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Abbott Laboratories 


Acme Bulletin & Direct. Board Corp. 


Allied Display Mtls. Co. 
Arranjay Wig Co. 
Arrow Dec. & Fixt. Co. 
Associated Fabrics Co. 


Ballou Co., Edw. C. 
Becker Sign Supply Co. 
Bishop Publishing Co. 
Bridge, Everett M. 
Bulkley, Dunton & Co. 


Caldwell The Woodsman 
Carmen-Bronson Co. 
Carolina Foliage Co. 
Champion Display Mtl. Co. 
Chicago Cardboard Co. 
Clopay Corp. 

Cole Co., James A. 

Coy, Disbrow & Co. 


Darling Co., L. A. 
Decorative Plant Co. 

Delta Brush Mfg. Corp. 
Dingleman Co. 

Display Equipment Corp. 
Display Mannequin, Inc. 
Display Manufacturers Mart 
Doerr & Associates 

Douglas Fir Plywood Assn. 


Eaton Bros. Corp. 


Empire Tinsel & Ballotini Co. 


Facil Fabrics Co. 
Fryman, Leroy W. 


Garrison-Wagner Co. 
Goodyear Tire & Rubber Co. 


Hertie, Inc. 
Hurlock, W. C. 


Ivano, Inc. 


Kawneer Co., The 
Kops Bros., Inc. 
Korrect-Way Disp. Products 


Laverne Originals 
Lloyd Co., W. H. S. 


Madisonia Manikins 
Maharam Fabric Corp. 
Malros Co. 

Marquardt & Co. 
Messmore Damon Studios 
Metal Displays Co. 
Mileo, P. C. 

Moister & Co., M. 

More Displays 


Myers-Lipman Wool Stock Co. 


National Art Studio 


Natl. Assn. of Display Industries 


National Hanger Co. 
National Sawdust Co. 


New England Decor. Supply Co. 


Opportunity Exchange 
Plastex Decorative Products 


Regalia Mfg. Co. 
Reyburn Mfg. Co. 
Rustic Furniture Co. 


Scheuer Art Mfg. Co. 
Sherman Paper Products Co. 
Sherwin-Williams Co. 
Shipman, Frederic 

Siegel, Nat 

Silvestri Art Mfg. Co. 
Simplicity Pattern Co. 
Sixth War Loan 

Speedway Mfg. Co. 
Stensgaard & Assoc., W. L. 
Sun Display Mfg. Co. 


Taffel Brothers, Inc. 
Thayer & Chandler 
Timbertone Decor. Co. 
Transparent Shade Co. 
Tropicraft 


U. S. Plywood Corp. 
Wells, Douglas L. 


Williams, Inc., Jas. B. 
Wold Air Brush Mfg. Co. 
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No. WS-76 No. WS-77 
LINGERIE STAND BLOUSE OR 
( Gooseneck) NECKWEAR STAND 
27" High 24" High 
$8.00 Each $9.50 Each 
No. WS-78 No. WS-79 
BLOUSE OR DRAPE BAG OR DRAPE 
STAND STAND 
27" High 16", 20" or 24" High 
$8.00 Each $4.25 Each 
No. WS-68 No. WS-69 
HEEL REST SHOE STAND 
11%" High (Adjustable ) 
$6.00 Per Doz. $2.75 Each 
No. WS-70 No. WS-7| 
SHOE STAND SHOE STAND 
3" High 6" Each 
$1.90 Each $2.50 Each 
‘ AA on 
—s 
WS-TI 
\ ? \? 
\ 
he ar No. WS-72 
DOUBLE SHOE STAND 
With Adjustable Top 
14" High 
























WS-7Z2 








SCHEUER 


FIXTURES 
1 aren ence 














(Can be had 8", 10" 
12" or 14" High) 
$6.75 Each 


No. WS-73 
SINGLE SHOE STAND 
With Adjustable Top 

14" High 
(Can be had 8", 10", 

12" or 14" High] 
$5.20 Each 








WS-73 


SCHEUER 


MFG. CO. 


307 WEST 38th ST. 
NEW YORK CITY 














LUCITE and 
PLEXIGLAS 


.. . first choice among America's most discrim- 
Add to the natural charm 


and grace of Lucite and Plexiglas fixtures the 


inating displaymen. 


originality and craftsmanship of Scheuer 


and the result is truly superb. 


stock but, due to present conditions, orders must 


be filled in the order received. 


USE THIS ORDER BLANK 


@ The units illus- 
trated can be supplied promptly from a limited 
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SCHEUER MFG. CO. 
307 W. 38th St., New York City. 


Please ship the following units: 


QUANTITY STYLE No. 


Store 
Address 


Ordered by 





_ FALL+ - - WINTER 
(DISPLAYS & FINISHES 


\{ The wise old bird and his buddy the squirrel say “Don’t feel bad, 
pal, if you have forgotten something in Fall and Christmas store 
\ displays ... For you can still get those displays from your local 


Sherwin-Williams store or Quali-Craft distributor. 


You will find striking pictofial panels, colorful background papers, 
artificial flowers, cutouts, letters and other staple items . .. and 
don’t forget, for the snappiest show-card signs and backgrounds in 
town, always ask for Sherwin-Williams Graphic Arts Finishes ... 
{the best for every display purpose ... Colors dry rapidly, retain 


their brilliancy and attractiveness and will not chip. 


Here is another last minute tip... secure your free copy of the 


. . . Sherwin-Williams Quali-Craft Fall and Winter Display Guide... 
aw It shows everything in displays and finishes ...See your local 


' _ Sherwin-Williams Quali-Craft distributor or write for a copy today.” 





Tue SHERWIN-WILLIAMS Co. 


< RT d DISPLAY MATERIAL DIV. 
pone ol ) ; : CLEVELAND 1, OHIO 











